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Creating Stores to Create Business NEW YORK—May 7, 1932 





We spent two full days watching an 
artist-architect create a new store, from 
threshold to shipping room. His win- 
dows were of glass and metal to catch IN THIS ISSUE 
and hold the public eye. His interior 
was a palace of panel work—tin col- | Voice of the Trade Observations and Comment 
umns masquerading as marble, hidden 
lights and subdued colorings. For very | j a tichias 
WEEE money, We gave te the-town: the Fall Styles Conference Meets omy, PA omcigatirang al bon t Ses 
thrill of a new store. And would you y 
believe it—a substantial volume of busi- a . are, 
ness followed, with the rest of the Official Footwear Fashions ine toe Report for Fall and 
stores in town flat on their backs for 
magne. ees inki Men's Business Worth Effort to Win 

and to Hold 


His store is an inspiration and an 
incentive to brighten up, build up and Today’s Challenge to Shoe Merchants. 22 
spruce up. It is amazing what can be 
done now with a little‘capital invest- Feature Golf Shoes for Nationa! Sports 
-ment in front and fixtures and in the Shoe Week 
necessary tools of trade. 

* * & Cashing In on Sports Appeal Making Interest in the Came Create ™ 


an Urge to Buy the Shoes 
The RECORDER SPORT SHOE WEEK 
promotion in this issue will prepare | The Editor’s Outlook By Arthur D. Anderson 
merchants everywhere for sport sales 
argument at the fitting stool, to be used | All-Over Bucks Favored Vogue That Made Marked Headway 
by every seller in getting more sport in Palm Beach Moves North 
shoes sold right. 


Hosiery of the Month Trends in Styles and Merchandising. . 


Ten Ideas to Sell More Sport Shoes To He!p Merchants Plan Promotion... 40 
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The FLORSHEIM Shoe 


The widespread vogue for Summer Shoes for business wear as well as for sports 


wear, offers opportunities for extra wear sales. . . The smartest, most wanted styles 
in Sport, Golf, and Summer Shoes are In Stock, to help Florsheim dealers build 
local demand through having the proper Summer Shoe Fashions to show in their 
windows and to show to their customers. . . At today’s low price The Florsheim 
Shoe represents a luxury in comfort and appearance that will appeal to more 


men than ever before. .. Write for catalog of stock styles. Illustrated, The Gem. 


NEW $ MOST 
RETAIL STYLES 
PRICE Some *8 and *9 


THe FLoRSHEIM SHOE COMPANY, MANUFACTURERS, CHICAGO 
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May 7, 1932 


The VOICE of the TRADE 


. Sr Anderson 


hails the “Hello Towns” as best to 
live in because people know each 
other so well they call their neigh- 
bors by their first names and the 
usual greeting is: “Hello.” Give 
thanks that you do business in a 
“hello town.” 

This has been “hello week” in 
New York, for shoe and leather 
men have been neighborly in the 
big conference at the Hotel Astor. 


MY PAL 


There never has been a time when 
friendships within a trade were 
more valuable and many a man 
has been thankful for the assis- 
tance of a friend in time of dis- 
tress. The family spirit of a trade 
is one of its greatest compensa- 
tions and no trade in America 
seems to have more of it than 
SHOES. 

Hon. John S. Kent of Brockton 
put two priceless paragraphs in a 
recent letter : 

“My connection with the shoe in- 
dustry has been my life work and 
on the whole it has been a gratify- 
ing experience, with many pleasant 
recollections of incidents and 
friends. 

“On the heights or in the depths 
there is always something to oc- 
cupy the mind and activities of a 
shoe man, and being busy about 
his particular occupation keeps him 
out of many other troubles.” 


Boot AND SHOE RECORDER 


Walmsley 


is circling the country on a promo- 
tion tour to find out what the con- 
sumer thinks about Darex Soles. 
He spends at least three days in 
each major city, visiting executives 
in all businesses and demonstrating 
the shoes for lightness, slip-proof, 
insulation against heat and cold, 
water-proof and length of wear. 

His most amazing experience 
was being asked by a banker to 
talk to a group of bank employees 
at a meeting that was held in one 
of the vault-chambers—for the 
banker was, in turn, demonstrating 
to what extent business went to 
prove the use of a product. 

* »* * 


"i Boston young 
women walked 42% miles on a 
jaunt from Newton to Providence, 
a recent Spring day, and their time 


, ~. DID YOU SAY >. ) 


42? 
=~ 





was 11 hours 10 minutes—which 
was fairly fast walking, as any one 
can tell. Three others tried the 
journey, but gave up along the 
way. The course was measured by 
the speedometer of an automobile. 
The winners were Miss Anna 
Hannon and Miss Genevieve Bo- 
gan. * * x 


[ H. Sawyer, 
retired these many years, but once 
a power in shoes in St. Louis, 
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sends us a poster written by him 
twenty years ago. Here it is: “The 
Philosophy of Merchandising.” 

“To have first, a Common Sense 
of the balance of things; 

“To remember that Manufac- 
turing depends upon merchandis- 
ing; that Merchandising depends 


upon merchants; that Merchants 


depend upon consumers ; the Con- 
sumers depend upon honest mer- 
chandise; THEREFORE, to re- 
spect the paramount rights of the 
American People, above all; To 
contribute each of us his share to 
the Greatest Good of the greatest 
number; To stand constantly for 
the Square Deal; and to see to it 
that the Square Deal is given to 
the Dealer in the same spirit and 
the same sense as we expect the 
Square Deal from the Dealer; To 
strive for the uplift of the Honor 
of the Thing Sold; To give in 
what we sell even more than the 
Buyer has a right to expect or does 
expect ; To make good shoes bet- 
ter, and better BEST—best for the 
money, best for the Manufacturer, 
best for the Dealer, best for him 
who wears them; To be a time- 
server Never; nor to deceive, but 
to build always for Confidence, for 
Fair Play, for Higher Quality, and 
above all else for the high purpose 
of making business better, and 
therefore BETTER BUSINESS. 


















































“This seems to us is the Philos- 
ophy of Merchandising.” 
a8 


Md 

Were were all those 
AAA and AAAA feet in the good 
old days? I can’t recall running 
up against many feet we couldn’t 
fit,” writes E. J. (Mickey) Young 
of National City, Cal. “Most of 
us carried, as did Straw-Hat John- 
son of Seattle, three widths—E, 
E. and E. Then B to D; then later 


CTT 


























A to C. As one of the deans of 
the retail game at the coast, I find 
that the most of today’s losses are 
in balancing up stock, getting rid 
of odds and ends in sizes and if 
there are too many left—along 
comes the sheriff and a padlock. 

“Where, oh where, can I get a 
Strong & Carroll cordovan vamp, 
Morocco top, cork welt boot—or 
Edwin C. Burt’s French kid dress 
shoes—or James Means’ $3 shoes 
as advertised—or Wallace Elliott 
matcalf red-lined 3 point slippers 
or serge Congress gaiters—or 
men’s Dom-Pedro’s—or Grover’s 
straight last—no rights or left—at 
a cost of $1.75? Then most every 
business made a profit—now what 
have you?” 





* * * 


ann Harold S. Wonson, 
addressing the annual meeting of 
the New England Shoe and 
Leather Association, made the 
startling statement that unless shoe 
production decreased much more 
than is now anticipated, the stock 
of sole leather backs on hand will 
reach a critical point some time in 
July this year. His charts show 
that in a comparison of the statis- 
tics for the past six years, that 
whenever the quantity of backs on 
hand has dropped as low as 3,200,- 
000 pieces a distinct shortage in the 
leather actually available has been 
apparent and sole leather prices 
have materially strengthened. 
In February, 1932, the lowest 
tannery wettings on record were 





reported. At the same time the 
backs in process dropped also to 
the lowest figure on record. Sev- 
eral of the largest tanneries in the 
United States report to Col. 
Wonson that wettings during the 
months of March and April have 
been a little, if any, above the Feb- 


ruary figure. It is certain, there- - 


fore, that for at least the next five 
months production of sole leather 
backs will be comparatively small. 

His final conclusion is that it is 
reasonable to expect, therefore, 
that increased strength in sole 
leather prices is not so far away, 
and if a tendency to speculate in 
sole leather should develop price 
advances may come in the near 


future. 
er ee 


Roller skates 


as an accessory sales article in the 
same shoe store. Months ago Lynn 
and the North Shore, Massachu- 
setts, went roller-skate enthusias- 
tic. The broad boulevards and 
sidewalks made ideal skating rinks. 

This week New York heralds 
grown-ups as roller skaters. Here’s 
the text of a timely ad: “Park 





Avenue roller skates in Central 
Park. An ex-debutante, now a 
matinee idol, skates in Carl Schurz 
Park. It keeps.them looking girl- 
ish. They even dress little-girlish- 
ly in short, divided skirts to pre- 
vent capsizing.” 

Is this a fashion in the making 
that is health making as well? 
Don’t advocate it for your town 
unless you have plenty of side- 
walks and parks because it has no 
place on the auto highway. 

' ee 


F. D. Rowe, 


advertising manager of Charles A. 
Eaton Company, Brockton, Mass., 
declares that: “National Sports 
Shoe Week is a good and timely 
campaign. It is our judgment that 
concentration of this kind is bound 
to help the sales on sport shoes.” 
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He follows it up with a printed 

message to merchants : 

“NATIONAL SPORTS SHOE 

WEEK—MAY 23 to 28, 1932 

“This is your golden opportunity 
to join in a nation-wide drive 
for more business on -sport 
shoes. 

“Display and advertise sport shoes 


May 23 to May 28.” 
* * * 






SEE- RIGHT 1S 
T AND LEFT a 
RIGHT 





Ciieree Ashton, 


of “Ashton’s Store” in Salem, 
Mass., tells an amusing story of a 
customer who limped into his 
store, exclaiming: “I never in the 
world can wear these arch sup- 
ports. They hurt my feet dread- 
fully.” - 

George had the shoes off in a 
jiffy and found to his amazement, 
as well as to the confusion of the 
good lady, that she had put the 
right prop in the left shoe and 
the left prop in the right shoe. 
The supports, being changed to 
their proper shoes, the lady went 
on her way serenely. 

ee. 


Roger W. Babson, 


in Collier's states: 

“Everybody pays for bad adver- 
tising, but good advertising pays 
everybody. 

“Advertising is one of the essen- 
tials which have created in our na- 
tion more opportunities to the 
square mile than in any other area 
on earth. It can lower our costs 
of living and raise our standards 
of living. Moreover, at this par- 
ticular time, as the business pen- 
dulum is starting an upward 
swing, it is to the advantage of 
consumers that advertising should 
be enlisted among the other great 
economic forces of the hour. ... 

“So close is the connection be- 
tween good advertising and good 
business that you can gage fairly 
well the progress of the forward 
movement now getting under way 
by observing the growth of adver- 
tising and watching its merit.” 
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AL RUBY 


[ have heard of 


shoes sold by the case, by the pair, 
and by the thousands of pairs, but 
a salesman now presents a new 
idea. The rumor is that he took 
the largest order ever taken in Chi- 
cago. I was inquisitive and pert 
enough to ask him how he accom- 
plished such a feat. His idea was 
refreshing. He said: “You’ve got 
to have an idea these days to get 
business, and I think I’ve hit upon 
one. We sell our shoes by the 
pound, and we make them the 
lightest, airiest and prettiest shoes 
that ever came out of Brooklyn.” 
* 2 8 


A representative of 
one of the largest and finest shoe 
houses called on me yesterday. 

We greeted each other, sat 
down, had a pleasant little chat. 

All of a sudden this man hesi- 
tantly said: “Al, I would like you 
to do a favor for me.” I inter- 
rupted him and asked : “What kind 
of a trip did you have?” 

To this he replied: “Please 
listen to the favor I have to ask 
of you and everything will explain 
itself. Would you mind coming 
down to the railroad station to look 
at my samples?” 

x * * 


¢ you, in your 
wildest moment, picture one of 
these nice mamas with her 74 E 
feet and a pair of nice ferocious 
bunions sticking out of the holes 
of the sandals? Hell hath no fury 
like a woman’s corns. 


*x* * * 


Read an article 
titled : “Meshes dominate hosiery.”’ 
It should have been: “The inter- 
esting thing about hosiery is the 
mesh it is in.” 
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(ottiiiiiditions to 

Georgia College of Chiropody for 

its foot clinic held every Tuesday 

and Thursday nights and divided 

into two units—one for white and 
one for colored people. 

Salutations of service are also 


. tendered to the Atlanta Constitu- 


tion, which gave a page to National 
Foot Health Week and told the 
story of the care of the feet so 
that the public can promote its own 


foot hygiene. 
* * * 


H. G. Robinson 


of Robinson-Bynon Shoe Co., Au- 
burn, N. Y., finds that personal 
service to the merchant pays, and 
states : 

“We have been making shoes 
since 1912 and have won a lot of 
friends. Today, when business 
seems to be light in most lines, I 
am grateful to say that we are kept 
busy, for we strive to give each 
of our dealers personal service. 
This means close attention to their 
individual needs. We know many 
of them by their first names. They 
know us. We usually consult with 
them before introducing new 
styles.” 

* €¢% 


cone 
Clyde K. Taylor of the Styles 
Conference Committee. He was 


elected president of the Detroit 
Shoe Retailers’ Association at an 
elaborate banquet given at the 
Fort Shelby Hotel. 

He now adds association duties 
to his regular work as manager 
and buyer of the children’s depart- 
ment of R. H. Fyfe & Co. of De- 


troit. 
* * x 


Fried Kuhnert of the 
F. A. Kuhnert Shoe Corp., 
Rochester, N. Y., believes that 
business will not be better nor have 
any better understanding until a 
profit at retail is made and not 
thrown away. One of his cus- 
tomers writes : 

“Never saw anything like it. 
Nothing but Sales!!! in this town 
—fire, dissolution, clearance, mur- 
der, bankruptcy, anniversary, re- 
tiring, busted, busted and dis- 
gusted, good-will, bad-will, pre- 
Easter, overstocked, understocked, 
and what not. Sales, sales, sales. 
It is a continuous whirl of confu- 
sion, butchery and cutthroat prices. 
First come, first stung! And the 
department stores here, in my 
opinion, are the meanest offenders. 
Result—a poisoned and confused 
public, not knowing where to buy 
(I do not know where best to buy 
a suit of clothes), confidence de- 
stroyed, and every sale a_ price 
battle par excellence.” 











Shoe Merchant's Son: “Gee, Pop! | didn’t know Mr. Jones married a triple-E.” 
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Pre-Conference Work Room, With Geuting, Stone and 
McNeil Leading the Retail Style Program Builders 


Sell Shoes Sane and Simple 


Conservatism the Keynote at Fall Styles Confer- 


ence, with Wine Shades to Add Zest and Sparkle 


hhe jazz age was dealt a death 
blow at the Joint Style Conference under the auspices 
of the allied industries of shoe and leather at the 
Hotel Astor, New York, the first two days of this 
week. The fall, 1932, shoe program outlined during 
the two-day session was shorn of all “foofaraw” and 
jazzy tendencies. The program as presented is based 
on good taste and common sense. Added to this, 
throughout the discussions, there was a clarion call 
for the allied industries to abandon the fallacious 
policy of cutting down quality to meet ruinous price 
competition. “Quality” was a much-discussed term, 
and it was discussed with great earnestness and 
seriousness. 

Monday was devoted to committee meetings of the 
various sections in which the actual style programs to 
be presented to the general conference on Tuesday 
were whipped into shape. Every detail in the chil- 
dren’s, men’s, and women’s committee meetings was 
most carefully threshed out and debated at length, 
with the idea in mind that each program must be 
basically correct, as the trade cannot afford to make 
mistakes in these times. 


Eye appeal, rather than ear appeal was used at the 
morning session of the Conference on Tuesday as a 
prelude to the actual work of approving. the style 
program. Mrs. Alma Archer, fassion counselor and! 
editor of the “United Press Style Chats,” presented a 
picture of the fall style tendency in women’s gar- 
ments on twelve living models, the costumes having 
been supplied by the Bergdorf-Goodman Company of 
New York. Previous to this visual presentation of 
the fall mode, Mrs. Margaret Hayden Rorke, man- 
aging director of the Textile Color Card Association, 
gave a masterly presentation of the fall color trend, 
correlating costume and shoe colors by means of a 
huge book, on the leaves of which were shown the 
new costume colors together with the harmonizing 
shoe colors. 


The complete range of official 
shoe colors for fall, 1932, as presented in last week’s 
issue of the Boor AND SHOE RECORDER, also was 
shown by Mrs. Rorke in large chart form, with actual 
swatches of leather. 


Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, May 7, 1932 





eS a a en’ 


lowe 





The twelve costumes presented by Mrs. Archer in- 
cluded an active sports outfit of blue suede jacket 
with a lighter blue woolen dress with which were 
worn blue alligator ghillies; a spectator sports en- 
semble of gray kid coat and orange wool dress with 
gray reptile sabots; a town and country four-piece 
costume with a brown coat, checked tweed suit and 
brown Russia calf pumps with leather heel; an in- 
formal street and luncheon outfit of black coat, black 
and white dress and black oxfords of calf and felt; 
a formal town ensemble of black broadtail coat, black 
crepe dress and black suede and patent pumps; a 
dressy afternoon costume of a coat of brown woolen 
with cross fox trim, a dark red dress and sandals of 
brown kid and suede; a formal day costume of mink 
coat, green dress and pumps of green suede and green 
patent leather; an informal evening dress of black 
chiffon and satin worn with black crepe and satin 
sandals; a theater gown of brown Roma with, Cire 
jacket with bronze kid and Cire sandals; a negligee 
for tea or dinner at home of pink chiffon with match- 
ing crepe sandals; an informal semi-demi-evening 
gown of blue, worn with silver kid and matching crepe 
envelope pumps, and a formal evening costume of 
pink Flamisol with blue fox, with pink suede and 
silver kid sandals. 

In her introduction Mrs. Archer said: 


* Don’ t spend five cents for merchandise 
that hasn’t news value. If it isn’t a good news story— 
don’t buy it. The first thing that happens is a line 
drawn between things desirable and things necessary. 
It behooves everyone to have merchandise with sell- 
ing appeal. Buy for news value this year. Probably 
the best news story now is quality and style. I am 
sure that many speakers this morning have empha- 
sized that. Style and quality are front page news. 
Price is off the front page and has been relegated to 
the back pages with the Chinese War.” 

Additional slants on the fall fashion trend in 
women’s garments were given by Miss Margaret Case 
and Mrs. George Palen Snow of Vogue. Mrs. Snow 
also brought up the all-important question of “Qual- 
ity.” In this connection she said: 

“Due to economic conditions no shoe manufacturer 
can afford to take fliers in extreme styles that will 
have little sale. Conservative women will want first 
of all—quality. Women have learned the expensive- 
ness of cheapness. We hear it from women with sore 
feet who have suffered from advertising. Walking 
has increased tremendously among women—the taxi 
business is off 40 per cent—consequently their need 
for a good and serviceable shoe. Women who boasted 
last year about $3.00 and $4.00 shoes are asking 
themselves now, ‘Does this shoe fit and will it wear?’ 

“After quality a woman wants a reasonable priced 
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shoe and one she can wear continually. The shoe must 
be conservative—to be worn with many frocks. We 
say, “The gown you buy and seldom wear is an ex- 
pensive gown.’ This might well be ‘the shoe you buy 
and seldom wear is an expensive shoe.’ If you buy 
fewer shoes, you don’t want fancy shoes. The cus- 
tomer who used to buy six pairs of shoes now buys 
three or four. Fortunately, this economical need for 
conservatism is aided by fashion. Bizarre shoes are 
not smart.” 


Strong pleas for the promotion 
of more styleful and colorful footwear for men, with 
particular emphasis on sports types and the new brown 
buck shoe were made by George N. Geuting and Wil- 
liam H. Weintraub, the latter being the editor of Ap- 
parel Arts. Mr. Weintraub also advised the men’s shoe 
merchants to dramatize their windows by presenting 
more central ideas in shoes, and less of a conglom- 
eration of everything in the store. He predicted that 
the new “drape” model in men’s suits will call for a 
new type of shoe, a narrow straight model, slightly 
rounded in front, and probably Blucher cuts. 

Reference to the necessity of getting back to and 
maintaining quality standards were made by J. Gor- 
don McNeil, the general chairman of the styles com- 
mittee of the National Shoe Retailers Association, 
who opened the Tuesday morning session, and by 
Frank Garside, chairman of the style committee of 
the National Boot and Shoe Manufacturers Associa- 
tion, who introduced the various speakers on the pro- 
gram. The thought was carried to a climax by F. 
Eugene Ackerman, vice-president of the Julius Forst- 
mann Corporation, one of the prime movers in the 
recently organized Quality Maintenance League. Mr. 
Ackerman said: 


"Fie almost unrestricted 
emphasis on price in style merchandise is rapidly 
lowering public taste. 

“Every war period has witnessed an age of intense 
competition. At the rate it is progressing, it threatens 
to choke both style and quality out of merchandise. 
As the quality has depreciated, the clamor of promo- 
tion has risen. Persuasive argument has been used 
and is used to overcome the lack of reality in values. 
Competition of this character is destructive to every- 
body—to the manufacturer, to the retailer and to the 
consumer. It has placed and continues to place a 
premium on the imitator. The imitator goes about 
blatantly. He announces that he has been clever 
enough to steal other people’s origination and offers 
it to the public in superlatives that represent the ulti- 
mate in the English language. He boasts of his in- 
genuity. After making a sucker out of the originator, 
he sells it to the public with the same result. 

[TURN TO PAGE 42, PLEASE| 































Industry Plans in 
Concert to Speed 
Fall Selling 
Through 















! 
Women’s Styles 
J. GORDON McNEIL, General Chairman 
E. C. ORR, Chairman , 


Types for General Use, for Street and Service, Business, 
Shopping and Town Wear 


For Early Fall Selling 


PATTERNS: 


1. Oxfords and tie effects. 

2. Straps. : 

3. Step-ins, ornamental pumps and plain pumps. 
LASTS: 

Present types. 
HEELS: 


10/8 to 16/8. 


MATERIALS: 
1. Kid and calf. 
2. Suedes, trimmed and in combination. 
3. Reptiles, alone and in combination; and also some 
grain leathers. 


COLORS : 
1. Black. 
2. Indies brown. 
3. Leaf brown, alone and in combination. 
Nore: A few blue shoes may be needed to replenish stocks 
early in the season since women will carry over their blue 
costumes from spring. 


For Late Fall and Winter 


PATTERNS: 
Same as recommended for early fall. 


LASTS: 


Same as recommended for early fall. 


HEELS: 
Same as recommended for early fall. 


eather ¥ 
Kid and calf. 
2 Suedes, trimmed and in combination. 
3. Reptiles; also grains of surface interest, alone or 
combined 








Shoe Style 


Official Report of the Joint 
Styles Conference, Shoe 
and Leather Industries, at 
Hotel Astor, New York, 
May 2 and 3, 1932 


COLORS : 
1. Black. 
2. Indies brown and some Madeira brown. 
Note: Variations of patterns with tips and foxings achieved 
by stitchings, perforations, strippings, and appliques, continue 
in importance. 


Tailored Town and Spectator Sports Wear 


PATTERNS: 

1. Oxfords and ties. 

2. Pumps and step-ins. 

3. Straps. 
LASTS: 

Present types with a tendency to a modified round toe. 

Note: There is a tendency toward rounder, more modified 

toes as influenced by the shoes worn this season. 


HEELS: 
12/8 to 18/8. 


There is an increasing interest in the Continental Cuban. 


MATERIALS: 
1. Suede, trimmed and in combination. 
2. Calfskin and kid skin, plain and in combination. 
3. Reptiles, all-over and in combination. 
4. Fabrics. 
Note: After Dec. 1, it is expected that sales of brown sucde 
will diminish, 
Note: Service, suede calf, boarded leather, boroso, simu- 
lated grain and buff finishes are smart in this classification 
because of service interest. 


COLORS: 
1. Black. 
2. Indies brown. 
3. Blue. 


Nore: The emphasis on tailored town sports type of cos- 
tumes is so strong for the coming season that the style com- 
mittee urges retailers to use this theme in the buying and 
futwre promoton of Fall day-time shoes. 

Note: Cinder brown is high fashion for limited use in 
formal tailored types. 

Note: Spectator sports and tailored town shoes in Swagger 
Brown, Madeira Brown and Sunrust are accents for fall 
costumes. Porto red is a high style color for limited use, 
because of the importance of red in costumes. 


Types for Afternoon Wear 


PATTERNS: 
1. Pumps and trimmed pumps (attention is called to 
the high throat, high line step-in). 
2. Demi-oxfords and ties. 
3. Straps (attention is called to the open shank one- 
strap slipper.) 
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Program for Fall and Winter 


LASTS: ; ; 
There is an increasing demand for rounder and more 
modified toes. 


HEELS: 
14/8 to 20/8. Attention is called to the new Continental 
Louis heel 18/8 to 22/8. 


MATERIALS: 
1. Suedes. 
2. Kid, and some light-weight calf. 
3. Patent leather. 
4. Fabrics. 
Note: There is an increasing interest in buckles worked 
into the pattern of the shoe or pumps and step-ins. 


COLORS: 
1. Black. 
2. Brown (Cinder and Indies). 
Note: Bronze is of fashion importance. 
Nore: The sales of suede are expected to diminish after 
Dec. 1. 


“Don’t Dress” Formal Types 


Note: The term “Don’t Dress has been chosen for this new 
classification because it is being accepted by smart women as 
applyin g to dresses and costumes worn with a hat during the 
late afternoon and evening, of a character that means semi- 
formal dress, as distinct from formal evening dress. The com- 
mittee recommends that this new development in dress should 
be recognised by a suitable classification. 


MATERIALS: 
1, Dull ribbed and crinkly silk weaves. 
2. Fabrics of two contrasting surfaces in combination. 
3. Combination of leather and sille fabrics (with kid 
or suede). 


COLORS: 
1. Black. 
2. Cinder brown. 
Note: Attention is called to these shoes in white to be dyed. 
Note: Attention is called to Porto Red and Midnight Blue 
as important colors for dyeing. 
Note: Bronse sandals and pumps may be of high fashion 
interest. 


LASTS: 


Same as evening types. 


HEELS: 
15/8 and up. 


PATTERNS: 


Same as evening types. 


Evening Slippers 


PATTERNS: 
1. Sandals (a tendency is away from the extreme cut- 
out effect). 
2. Pumps (plain, trimmed and cut-out). 
3. Straps. 


LASTS: 
Present types. 
Note: There is an increasing demand for rounder and more 
modified toes. 


HEELS: 
15/8 and up. 


MATERIALS: 
1. Satins and combinations of two surfaces in silk 
fabrics to be dyed. 
2. Silver and gold kid, alone and in combination. 
3. Pastel and jewel color suedes. 
4. Brocades, parti-colored smaller patterns—copies of 
antique weaves. 
Note‘ Attention is called to the new importance of heels 
dyed in high colors as a contrast on white, black, and pastel 
evening shoes. 
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Sports Wear 
PATTERNS: 


Oxfords, Prince of Wales and Monk types, Moccasin 
effects, straps with brogue and sport effects. 


LASTS: 
Present types. 


HEELS: 
8/8 to 14/8. 


MATERIALS: 
1. Calf and elk finish leathers. 
2. Service suede calf. 
3. Combinations of the above with heavy pebbled and 
rough surface grains suggesting woolens. 
4. Pigskin and ostrich, alone or in combination. 


COLORS : 
1. Medium brown shades. 
2. Swagger brown. 

Nore: There is a limited place for bright dark shades of 
red and blue in active sports shoes to accent bright colored 
Sports costumes. 

Note: Unlined sports shoes are of great fashion significance 
for fall in seamless models without perforations to attain 
streamline effect. The monk’s type ts of particular importance. 

Note: Footwear for winter sports gives an opportunity for 
special promotion and extra sales im every retail shop. All 
sports are on the increase such as golf, hunting, riding, hiking, 
skiing and all outdoor activities. 


Women’s Volume Footwear 


L. A. SHEA, Chairman 


FOR BUYERS AND DISTRIBUTORS OF SHOES 
RETAILING UP TO FIVE DOLLARS 


The retailer in studying these volume shoe styles recom- 
mendations, 1s urged to refer to the preceding recommenda- 
tions of the women’s high style committee, in order to make 
such comparisons and adjustments as he may deem necessary 
for his own merchandising program. 

In such classes as evening shoes and the so-called “Don’t 
Dress” Formal type of shoes, the recommendations of the 
women’s high style committee are equally applicable to 
Women’s Volume Footwear. 

We have combined under Novelty Dress Types and Tailor 


Anticipation Is Made 
Easy by Simplified 


Program of 


Seasonal 











Lowns what in the Women’s High Style Report are classified 
as Tailor Town and Spectator Sports and Afternoon Wear. 


BASIC TYPES FOR GENERAL UTILITY INCLUDING 
ARCH TYPES 
PATTERNS: 


1, Oxfords and tie effects. 
2. Straps. 
3. Pumps and step-ins, trimmed and plain. 
LASTS: 
Present types. 
HEELS: 
11/8 to 16/8. 
MATERIALS: 
1. Kid and calf, 
2. Patent leather. 
3. Reptiles and fancy grain leathers, trimmed and in 
combination. 
4. Suedes, trimmed and in combination. 
Note: /tems 2 and 3 should change their relationship in the 
higher-priced fields. 
COLORS: 
1. Black. 
2. Indies brown 
3. Leaf brown alone and in combination. 
NOVELTY DRESS TYPES AND TAILOR TOWNS 
PATTERNS: 
1, Pumps plain and trimmed, 


2. Oxfords and ties. 
3. Straps. 


LASTS: 
Present types. 


_ Nore: There is an increasing interest in rounder toes and 
in more modified toes. 


HEELS: 
12/8 to 20/8. 


Note; This range of heel heights is intended to include the 


“Modern Miss” and “College Deb” class of footwear. 





Nore: The shape of the heel and height determine the pur- 
pose of the shoe. 


MATERIALS: 
1. Kid and calf (lightweight). 
2. Suedes, plain and in combination. 
3. Reptiles and fancy grains, all-over or in com- 
bination. 
4. Fabrics (plain and in combination). 
5. Patent. 
* Note: While patent is mentioned fifth in materials, it will 
undoubtedly be important in plain pumps. 
Nore: Sales of suede will become less important as the 
season progresses. 


COLORS: 
1 Black. 
2. Brown (Indies brown will dominate, with some 
Leaf brown in the early season and Madeira brown 
in the late season. 


Sport and Campus Type Footwear 
PATTERNS: 


1. Oxfords with tips and: moccasin vamps, and a few 
plain toes. 
Note: We wish to call attention to the sales possibilities 
of the new unlined type of oxfords. 


LASTS: 
Present types. 


EELS: 
7/8 to 12/8. 


MATERIALS: 
1. Calf finished smooth leathers. 
2. Elk finished leathers. 


3. Fancy grains in combination. 


COLORS: 


1. Two-tone effects in brown. 
2. All browns. 
3. Black. 


Men's Style Report 


GEORGE N. GEUTING, Chairman 


Outline of Men’s Fall Styles 


LASTS: 
1. Custom. 
(a) Narrow. 
(b) Medium. 
Note: Both to carry 8/8 heels. 
2. Pointed toes. 
(a) Long forepart—8/8 heels. 
(b) Short forepart—9/8 to 10/8 heels. 
fi ga Popularity of pointed toes increasing in lower-priced 
elds. 
3. French. 
(a) Medium. 
(b) Narrow. 
Note: Medium to carry 8/8 heels—most narrow to carry 
8/8 also, but some with shorter foreparts, with higher heels. 
4. Modified brogue. 
(a) Narrow. 
(b) Medium. 
Note: All to carry 7/8 or 8/8 heels. 


COLORS: 
1. Black. 
2. Brown. 
(a) Aintree. 
A custom tan color—should be good for better grades of 
shoes. 
(b) Hispano tan. 
(c) Bourbon. 
Note: These two colors and intermediary shades should 
sell best in the brown family for fall. 
(d) Cordo brown. 





Note: This shade is to offer the color which found some 
sale in late winter and spring. 

Note: See foreword for revived interest in browns for 
all. 
f Nore: Your committee suggests that all retailers use the 
names of leather colors listed above in all publicity because 
their names present a new, fresh note. 


LEATHERS: 
1. Smooth leathers. 
2. Boarded leathers. 
Norte: Boarded leathers are tending to replace full Scotch 
grain. 
3. Scotch grain. 
4. Napped leathers (such as brown buck, etc.) 
5. Patent leather. 


PATTERNS: 

1. Straight tips. 
2. Wing tips. 
3. Plain toes. 

Norte: An increased demand noted. 
4. Bluchers. 

Note: Increasing demand in popular prices. 
5. Moccasins. 


FINISHES: 
1. Bright. 
2. Dull. 
Note: An increasing demand for dull finished shoes in 
medium-priced fields. 


HIGH SHOES (Bals) : 

Your committee wishes to remind of a definite market for 
high shoes which very few retailers took advantage of during 
the past winter. 
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Juvenile Style Report 


CLYDE K. TAYLOR, Chairman 


FIRST STEPS TO LATER PROFITS 


The discussion of Juvenile Shoe business might well start 
with the most juvenile of all—the baby. Little consideration 
is usually given to the infant size range chiefly because the 
aggregate business in this range is not large. But in the ex- 
perience of most shoe men and in the unanimous opinion of 
your Committee, the axiom holds true—that the store that has 
a good infants’ business invariably has a good children’s busi- 
ness. Babies quickly outgrow their babyhood but the contacts 
made then are permanent. The customers when in the infant 
size range carry through in the vast majority of instances up 
to the Modern Miss and beyond. Every mother’s heart is won 
when the child’s needs are placed first. Therefore, we urge 
the promotion of baby’s shoes by generous advertising, by care 
in fitting and enthusiasm in selling. This, backed by careful 
selection of styles, really correct lasts and intelligent planning 
will do more in the long pull to make a solid and profitable 
children’s department than any other single factor we could 
suggest. 

NoTE: We feel that this is no time for restriction of the 
children’s department through lack of sizes or styles or the 
urge to cut. There is a minimum of peril in this department 
due to stability of the style element. It does not face a shrink- 
age in unit output because the factors of growth and wear 
both operate in the merchant’s favor. 

Nore: The Committee has unanimously confirmed the fol- 
lowing schedule of sizes since it has been accepted by all 
retailers of children’s shoes: 


Children’s 

Child’s 

a ee 
Junior Misses’... . 
Misses’, (heels up to 8/8) 
Modern Misses’, (heels up 
Junior Boys’... .. 


8% to 12 
54 to 
2 


to 
12% 
Sizes 


to 
3% to 
Sizes 3% to 
Sizes 9 to 
fk st ow Seem 24 to 
ot & 4 6 ee « OES OF tO 

The rubber and houseslipper manufacturers have re- 

vised their schedules to conformunth the new classification of 

sizes. 


Sizes 
Sizes 
Sizes 
Sizes 


to 13/8) 


For School and Sports Wear 


For Children (Up to Size 12) __ 
And Junior Misses (Sizes 12% to 3) 


PATTERNS: 

1. Oxfords (including moccasins) unlined and lined 
in plain toe and shield tip effects (soft toe box pref- 
erable). 

2. Ghillie Ties, unlined and lined. 

3. i shoes, depending upon locality (in sizes up to 


4. Straps. 
Norte: Continue your most popular sport rubber-soled num- 
bers for early Fall. 


LEATHERS: 
Quality group. 
1. Elk and boarded leathers in black, brown, camel and 
smoke. 
2. White leathers—Buckskin, elkskin, kid and calf (up 
to size 12). 
. Patent leather. 
Volume group. 
1. Elk type leathers. 
2. Black and brown smooth leathers. 
3. Patent leathers. 

Note: Flexible soles are the only soles to use in this group, 
as they promote freedom, so essential for the growing foot and 
yet give greater service. 

For Misses (Sizes 3% to 7) 
(The “Growing Girl’’) 

(Continuation of the Junior Misses’ Patterns and leathers 

up to size 7, with heels not to exceed 8/8ths. ) 
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For Dress Occasions 


For Children (Up to Size 12) 
For Junior Misses (Sizes 12% to 3) 


PATTERNS: 
1. Straps. 
2. Dress oxfords. 


LEATHERS: 
Quality group. 
. Patent leather. 
2. While buckskin or white calf. 
3. Brown leathers and combinations of reptile in the 
newer shades (see color card). 
Volume group. ° 
Patent leather. 
2. Brown calf, plain or trimmed. 
3. Black calf. 
4. White elk or white calf. 


For the Miss (sizes 3% to 7). 

(Continuation of the Junior Misses’ Patterns and Leathers 
up to size 7, with heels not to exceed 8/8ths). 

This low heel type of misses’ sizes 314 to 7 has been created 
mainly to take care of the miss who is stepping out of a 
size 3 and must have the low heel shoe carried on, because 
this little girl, who is about eight years of age requires, in 
many cases, sizes three and one-half to seven. 

The committee, therefore, recommends this run should fol- 
low out the Junior Misses’ as closely as possible, thus remov- 
ing much confusion. 

For example two little girls may be of the same height— 
one nine years of age wears size 3, her little chum, who is 
not eight years of age, wears a size 5. This situation is found 
frequently and for this reason a department of this type 
should be created to carry out the same style expression as 
for the Junior Misses, graded proportionately in toe appear- 
ance with a slightly higher heel not to exceed 8/8ths in height. 


THE MODERN MISS HEEL HAS BEEN EXTENDED 
TO 13/8THS IN HEIGHT 


The Modern Miss and her shoes remain an important fac- 
tor in the Juvenile Style picture and what has previously 
been said of this class remains true. One modification has 
been found necessary. The heel height has been increased 
to 13/8ths and a greater demand for shaped heels is noted. 


Junior Boys and Boys 


Junior Boys (sizes up to 2) 
Boys (sizes 2%4 to 6) 
Big Boys (6% to 9) 


For School and General Wear 
PATTERNS: 


1. Oxfords and moccasin types. 

2. Sport types with wing tips and saddle effects. 
LEATHERS: 

1. Elk. 

2. Grain or boarded leathers. 

3. Brown calf. 

4. Black calf. 

Note: Some high shoes, chiefly Blucher types. Storm shoes 

according to locality, with moccasin types predominating and 
as high as possible. 


For Dress Occasions 
PATTERNS: 

Oxford types (plain toes or tips). 
LEATHERS: 

Patent leather or black calf. 

Note: The suggestion is made if you can get into a school 
with gym or other athletic shoes you have an increased chance 
to sell your regular line. This tendency seems to be still 
further increasing. 





[TURN TO PAGE 42, PLEASE] 


19 





WHAT THE SHOE STORE 


Money to Be Made in Men's Shoes by Effective Merchandising 


CHAPTER 8 


ul to the past year, John Mahn 
had come to regard his men’s business as of relative- 
ly less importance, when compared to the more ex- 
citing and profitable game of merchandising women’s 
shoes. Even the children’s department came in for 
more attention than the more or less perfunciory sell- 
ing of men’s shoes. Not a great deal of attention was 
paid by John personally to the details of buying, sell- 
ing men’s shoes and developing the men’s end of the 
business. These things were left pretty much in the 
capable hands of his nephew, Ted. 

After a study of the facts and figures of the men’s 
department for the past year, however, John suddenly 
realized that here was the real sweetheart of the store 
as far as net profit was concerned. He discovered, or 
rather rediscovered, the loyalty of his men’s trade, the 
high rate of stock turn, the few pairs of shoes re- 
turned from all causes, including both alleged poor 


fittings and merchandise claimed to be defective. 

He discovered, too, that his men customers were 
not in the least interested in his stock turn, but that 
they were vitally interested in certain well-defined 
styles and in the matter of correct fit. The previous 
old policy had fixed 1800 pairs of shoes as being the 
proper base stock of men’s shoes to carry. That did 
not allow for very much of a stock turn, as the volume 
was necessarily limited. Still, an average of two 
stock turns a year, coupled with the low markdown 
associated with a men’s department, meant that -this 
part of the store did not cause much worry to the 
management. It was good enough in the old days, 
but not under the new policy of forced merchandising. 

If John’s customers were not interested in stock- 
turns, John certainly was, for in the re-valuation 
process, many things considered as set were found to 
he subject to decided changes. If some one had told 
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IS THINKING J! 
ABOUT 


“SURE, TED, SEND ME OVER A PAIR” 


Extra pairs of men’s shoes can be sold through in- 
genuity and resourcefulness. Experience of many stores 
proves that inertia is often responsible for the failure 
of men to buy as many pairs of shoes as they need and 
want. A man makes a mental note to buy shoes, but 
he’s busy and other things crowd the thought from his 
mind, making him postpone the purchase indefinitely. 
Or perhaps he’s so absorbed with business and other 
interests that he doesn’t think of shoes at all until he 
absolutely has to have them. 

The shoe merchant must find a way to relieve the 
customer of the bother of making the purchase. A 
telephone call to a busy man, telling him of the arrival 
of a new line of golf or sport shoes, or a smart new 
number for business wear, is a service that will often 
be appreciated by the customer, besides chalking up 
an extra sale for the store. ¢ 

Such sales involve very little trouble. If the customer 
is interested, it’s simply a case of looking up his size 
in the card record and sending the shoes over to his 
office for inspection. In a majority of cases the sale 
is made. This kind of selling is most effective, of course, 
if the salesman knows his prospect personally and is 
familiar with his likes and dislikes. Here the value of 
club contacts and the development of acquaintances 
outside of the store becomes a big asset to the shoe man. 
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John or Ted a couple of years ago that more men’s 
shoes couid be sold on half the stock, they would have 
ridiculed the idea. This, however, is precisely what 
has happened during the past eighteen months. 














Dising that period, the base stock 
of 1800 pairs has been cut to 900 pairs, with the vol- 
ume of pairs sold holding up to the figures of two 
years ago. That stock cut would have been danger- 
ous had it in any way affected the sales, but the sales 
held up to the surprise of everyone. 

It must be inserted here in this true record of the 
Composite Shoe Store, that the savage halving of the 
stock was not done at one fell swoop, but gradually 
over a period of eighteen months. John and Ted 
cautiously edged their way along, eliminating that 
line and adding this one, until they were absolutely 
sure a low balanced adequate stock resulted. Great 
care was taken to make sure that a full complement 
of sizes and widths of the best selling shoes were al- 
ways on the shelves. Come what may, John insisted 
that there could be no curtailment in the fitting re- 
[TURN TO PAGE 44, PLEASE] 
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Which 
Shall It 


Be? 


First city to enlist in a body:— 


The New Haven Retail Shoe Dealers Council, 
in its meeting last week, adopted National Sport 
Shoe Week as a promotion for the merchants in 
New Haven during the week of May 23rd to 28th. 
President Sidney Stokes recommended the coop- 
eration of every merchant in town and appointed 
the following committee to make arrangements 
for collective action: 

Louis Rosenfeld, Chairman—David Machol, 
Nat Stern and William H. Clifford, members. 


This is the first of the associations to register for 
Sport Shoe Week. It’s a great thing to have the shoe 
merchant body of a city or a town organize the week 
as a rallying point for the sale of sport shoes; but 
the promotion of National Sport Shoe Week can be 
made in every store, everywhere, with or without uni- 
fied action. It is, however, preferable to have a basis 
of agreement by all merchants in town—for it 
strengthens the campaign. 

Having a practical plan in advance is essential to 
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| SELLING 
BELOW 
MFRS. COST 


Ballyhoo or 


The battle of 


price alone—and 
all is lost—vs. 


the success of your local cooperative promotion of 
National Sport Shoe Week. In the plan outlined 
herewith, the writer has drawn upon his own expe- 
rience in putting on cooperative promotions in aver- 
age towns, where there was the usual percentage of 
progressive and passive merchants. It deals with 
facts, not theory and should offer practical sugges- 
tions for formulating a plan that you, or a group, can 
carry through successfully. 

Your first step should be to enlist the cooperation 
of your chief competitors. There’s a bit of practical 
psychology in this. Having the support of these 
“ring leaders,” invite all the other merchants who 
should be interested, to attend a meeting. Talk with 
your newspaper; get the best proposition you can 
from them, but don’t bring the newspaper men too 
much into the picture lest some skeptics scent a 
“space-selling” scheme. 

Before the meeting, talk with those whose help 
you can depend upon and arrange a list of committees 
you'll need and the men best suited to fill them. Try 
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Collective Action? 


Every store co-operating 
thru Sport Shoe Week, 
May 23-28, 1932 


to give chairmanships to aggressive people but have 
something for each one interested to do. A list of 
committees might be something like this: 


. Chairman-in-chief. 

. Vice chairman and secretary. 

. Advertising committee (chairman and assistants to 
“sell” the skeptics and take care of advertising 
space generally). 

. Editorial committee (men to write “news articles” 
for advance publicity). 

. Distribution committee (particularly if you use re- 
prints of the ad supplement for general distribu- 
tion). 

. Decoration committee (store signs, color schemes 
for decorations, street decoration, etc.). 

. Entertainment feature committee (to enlist the co- 
operation of local sports enthusiasts and others). 

. Finance committee (money for decorations and 
general publicity). 


Obviously some will not want all of these commit- 
tees. If you elaborate your plan to include most all 
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It’s Up 
To You! 


stores by holding a general sports wear event you 
will need a committee of the whole. 

At the first meeting, preside just long enough to 
give a short talk and elect the chairman-in-chief. 
Have “nominations” arranged ahead so your list will 
go over fast. Let the chairmen elected choose their 
own assistants. 

The first job is to get every store down in black 
and white for the space they will use. Get others 
besides shoe stores to go in where possible to build 
up the supplement. Try to get enough space pledged 
to encourage the paper to give you plenty of news 
and editorial space and have a special “National Sport 
Shoe Week” supplement. 

The distribution committee should figure out plans 
for a complete coverage of the trading area with the 
supplement a day or two before Sport Shoe Week. (I 
had twenty routes planned and got merchants with 
cars, two men to each car, to do the rural distributing 
for a general event in one town. They personally in- 

[TURN TO PAGE 58, PLEASE] . 





What the Top-Notchers Wear 


Practical Shoes, With Comfort as First 
Consideration, Chosen by Women 
Who Play the Game Seriously 


Vv 


Everyone who plays golf knows the 
importance of comfortable, scientifically built golf 
footwear, and women whose averages compare favor- 
ably with those of good men golfers are no excep- 
tion. They choose practical active sports shoes, as 
comfortable as possible, to wear with clothes that are 
simple and jaunty, and with just that indefinable air of 
casual smartness that all good sports clothes must 
have. 

The accompanying photographs show several noted 
society women and crack golf players at the Winter 


Vv 


4 


resorts wearing just such simple golf outfits. Ac- 
cording to this group the beret is far less popular for 
golf headgear than the banded brim hat of felt or 
light weight straw, and white or colored sweaters 
and jackets are invariably worn with skirts in a com- 
fortable shorter length of white tweed, basket weave or 
flannel, or darker beige and brown woolen mixtures. 
Note how many different ways there are to wear the 
ubiquitous scarf—cowboy, “sore throat,” stock, double 
knot. All of these well known women wear lisle or ser- 
vice weight silk hose, and several of them like rolled 
socks as well. But none of them are stockingless. 
The shoes are not startling—like the clothes they 
are chosen for the specific purpose of giving comfort 
on the course. The ghillie tie is first favorite in this 
group, three out of seven wearing it; one in all-over 


Mrs. Tuckerman Draper of New 
York on the Palmetto Golf 
Course at Aiken, S. C., wears 





unlined white buck ghillies with 


white flannel jacket and felt hat 
and green scarf and skirt 














Photos, International Newsreel. 
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Three golf stars at Palm Beach—Miss Maureen 
Orcutt at left, Miss Edith Quier in the center, 
and at the right the Women’s National Champion, 
Miss Helen Hicks, wear three different types of 
golf shoes with their sweater and skirt outfits 
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for Golf « « 


heavy white suede unlined, the other two lined 
and made with a false moccasin tip of brown 
calf. The ghillies and the sports tie fastening 
over the instep have leather tassel ties, pointing 
to the interest in such details as novelty tips on 
sports shoes. This sports tie, like the plain 
circular vamp oxford, is in spongy soft boarded 
calfskin, in medium brown, and brown calf is 
also used in combination with white buck for a 
blucher cut moccasin. A kiltie oxford with 
tringed tongue is in plain white buck with per- 
forations. 

All of these golf types, the ghillie, the kiltie 
oxford, the moccasin, the plain oxford, the 
sports instep tie, had their fashion start first 
in England and on Continental golf courses, 
later, and now they are the accepted styles in 
this country. What the American manufac- 
turer has contributed is better fit, by means of 
superior design, and more comfort to the fem- 
inine foot by means of the higher upspringing 
arch which feels higher and gives more sup- 
port yet is not barred out by the greens com- 
mittee. 




















Miss Orcutt chooses this soft 

boarded calf skin oxford, in 

medium brown, with plain toe 

and saddle for active golf wear. 

A plain but smart and service- 
able golf shoe 








| 














A fashionable trio at Palm Beach—Mrs. Joshua 
Cosden at left chooses a brown and white en- 
semble for golf completed by brown calf sports 
ties. Mrs. John O. C. Marriott and her sister Mrs. 
John Barry Ryan, Jr., wear brown calf and buck 
ghillie ties with white costumes accented by 
color. Mrs. Marriott’s jacket is in white suede 





Miss Edith Quier, another top- 
‘notcher, goes in for the kiltie 
tongued plain toe type of golf 
shoe. This was white buck 














Miss Hicks, the national woman 
champion, favors the moccasin 
type oxford in brown and white 
calf skin. This type also is a 
favorite with many men golfers 
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A golf shoe window display by Jordan Marsh Company, Boston, the background consisting of a map showing the location of all of the 
golf clubs in the Boston district. Naturally, every golfer who sees the window pauses to look for his club, and thus the golf shoes dis- 
- played are brought forcibly to his attention. 


Cashing In on Sports Appeal 


How a Clever Window Display Can Translate 


Interest in the Game Into an Urge to Buy the Shoes 


WwW 


Windows with a sports theme and 
a sports atmosphere are always interesting if the dis- 
play is effectively planned and carried out. They are 
especially appealing at this time of year, when the 
beginning of Summer serves to focus attention on 
outdoor receation and activities. Consequently Na- 
tional Sports Shoe Week, May 23-28, affords you 
the opportunity to create window displays that will 
not only sell extra pairs of sports footwear but at the 
same time bring a lot of favorable attention to your 
store, 
Everybody who indulges in any outdoor sport has 
a tremendous interest in all that pertains to his favor- 
ite game or pastime. The golf enthusiast likes to 
read about golf matches, to look at golf pictures, to 
examine golf paraphernalia. A window filled with 


WwW 


vWv 


golfing accessories and apparel catches his attention 
immediately. This interest in the game and its ac- 
cessories is a tremendous asset to the merchant selling 
golf footwear. He can capitalize it to excellent ad- 
vantage in his window displays and advertising, there- 
by getting attention for his golf shoes. 

Observe how the golf window of the Jordan Marsh 
Company of Boston, reproduced on this page, accom- 
plishes this purpose of arresting the attention of golf 
fans. The background of the window is a map show- 
ing the location of the principal golf clubs in the dis- 
trict about metropolitan Boston. Naturally every 
golfer who is affiliated with any club will look at the 
map and try to locate the course where he plays. This 
means that he must give the window more than a 
cursory glance and whole he plauses to look at the 
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Le Smart! 
The LeWalledl| 


8 sport models by Stetson 


to Retail at 10 


@ Golf's in the air. Sport shoes are stepping out again. 
Thousands of them . . . Stetson’s! For Stetson sets the 
pace for greater spring and summer sales with . . 

Eight fine new sport models to retail at $10. Seven- 
teen popular Stetson a and white “stand-bys.” 
Twenty-five styles in all . . . all best sellers . . . all in 
stock in every style, size and width in Stetson’ 8 
famous in-stock Dept. 5. 

Remember . . . Dept. 5 ships an order the day it’s 
received. Typical of Stetson’s swift, accurate service. 
Take advantage of Dept. 5’s speed . . . Stetson’s 
liberal dealer policy . . . fast-selling numbers . . . and 
step into a brighter business picture with a Stetson 
line-up! 

For complete information send today for Dept. 5’s 
Supplement to Stock Book No. 50. The Stetson Shoe 
Company, Inc., South Weymouth, Mass. 


Women’s Pinehurst Last. Twotone Brownand Beige Eskimo 
Moccasin, Blucher Oxford, Brown Darex Sole, Style No.2117. 


The brown Darex water-proof, non-skid sole and heel are 
features in this Men’s Del Monte Last . . . Style 1007. 


STETSON SHOES 


for men and women & 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, May 7, 1932 





Spectator sport types as well as actual golf shoes are featured in this interesting window display by Potter Shoe Company in Cincinnati. 
The large size figure of the golfer used as the central background gets the attention of every golf fan. 


map he will naturally give some attention to the shoes 
on display in the window. This gives the story an op- 
portunity to register its message and sales talk about 
“Arnold Authentics,” the line of shoes featured in 
the window. 

The number of ways in which a clever merchant 
can capitalize popular interest in a game or sport to 
sell merchandise required for the game is limited 
only by his own ingenuity. Tennis shoes, baseball 
shoes, riding boots, beach footwear, even spectator 
types of sport shoes can be handled in much the same 
way, for the people to whom such merchandise can be 
sold are the sort of people who are interested in out- 
door sports and everything that pertains to them. 


One way in which a golf shoe 
window can be used to promote, not only golf shoes 
but spectator sport types as well, is illustrated ad- 
mirably in the window from Potter Shoe Co. of Cin- 
cinnati, which also accompanies this article. Here 
the central theme of the background is a huge figure 
of a golfer, calculated to catch the eye and arrest the 
attention of anyone interested in the game. In front 
of this are grouped the golf shoes on a grass mat, 
with slacks, hosiery, clubs and other accessories scat- 
tered about to give a touch of realism. 

Next to the golf shoes one sees an assortment of 
spectator types of shoes of the description used for 
wear about the country club by those not actually par- 
ticipating in the game. Thus the attention of the per- 
son looking at the window is first caught by the golf 
figure, carried thence to the golf shoes and accesso- 
ries and by a natural sequence led from them to the 
types of shoes worn by those who are interested in 
the game not as players but as lookers-on. 

What are you planning to do about getting the 
maximum volume of sports shoe business possible 
for your store? The events which offer promotional 


opportunities in Spring and Summer are on their way 
and it is time to begin preparing a definite merchan- 
dising program. 

Sports Shoe Week, a national promotion for the sales 
of shoes, is just 15 days off. That means that from 
now on ads should carry mention of the importance 
of the right shoe for the right sport, for the sake of 
both pleasure and foot-health. It means that your 
windows should be the medium for announcements of 
the same kind, tied up with effective displays of sports 
footwear. In these displays, shoes for tennis, golf, 
the beach and other outdoor activities should be ex- 
hibited. Spectator sportswear have an important posi- 
tion, and why not? For every participant there are 
always a dozen spectators. 

What are some of the activities close on the calen- 
dar? Golf, tennis, polo, water sports, track meets, 
baseball, and most important of all, the Olympic 
Games, to be held this year in Los Angeles. 

Plan your windows to feature one or even several 
of these thoughts. Try a window divided in three 
tableaux: Tennis, golf and the beach. 


—_ part of the floor 
of your window with sand; secure a large railroad 
poster in bright colors showing an important bath- 
ing resort and use it for a background. Place several 
styles of sandals on the sand and throw a couple of 


seashells in for color. That’s the beach. 

For the golf and tennis part of the display, get 
some artificial grass and cover the remaining two- 
thirds of the floor. On this put some golf balls, clubs, 
and if you feel particularly artistic you might even put 
in a miniature “Andy Gump” sand hazard by borrow- 
ing a little “beach.” Stick in a tee, and then put 
your golf shoes in the foreground, taking care to show 
the soles of at least one pair. 

[TURN TO PAGE 58, PLEASE] 
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SHOES FOR MEN 


JARMAN 
SHOE Co. 


The tale of Jarman:Shoe Company’s rapid 
success is common knowledge in shoe mak- 
ing and merchandising circles. 


While distinct merchandising genius has 
played a major part in the sales progress 
of the Jarman “Friendly Five” line, we 
believe this company would lay equal im- 
 omagag upon the quality standards of their 
shoes. 


It is most significant that their buyer of 
leather—both sole and upper—is President 
J. F. Jarman himself. This fact alone shows 
how importantly leather quality is figured 
by this company. 

When Jarman Shoe Co. added kid shoes for 
men to its extensive stock, Ruby Kid re- 


IT'S AN 


EVANS LEATHER 
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STANDARDIZE ON RUBY KID 100% 


ceived its opportunity to show them why it 
“belonged.” 

We were told that beyond a high level of 
beauty, service, and comfort, the Jarman 
Shoe Co. required a steady, dependable repe- 
tition of these same factors. 

To make a long story short, RUBY KID 
was adopted and Jarman Shoe Co. has con- 
tinued ever since to steadily standardize on 
Ruby Kid. 


JOHN R. EVANS & CO. 
CAMDEN, NEW JERSEY 


St. Louis 
Philadelphia 


Boston 
Milwaukee 


Cincinnati 
Rochester 
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ie thing is certain—that business 
won't come to you by simply sitting and waiting for 
it. Shoe stores have got to work a little harder and 
with determination and intelligence. Shoe stores have 
got to fight for business and the competition is not 
between themselves but against every other industry 
on the basis of “justification for service rendered.” 
We have got to make buying habits instead of waiting 
for them to develop. 

If the shoe industry, as a whole, finds that it is pos- 
sible to encourage a general demand for certain types 
of shoes at some particular time, why then it is up to 
the industry to “get the business.” Waiting for times 
to improve or just simple, passive storekeeping is not 
going to make a worthwhile shoe business this year 
or any year in the future. 

The shoe industry has tried every form of inde- 
pendent and individual effort. It has gone too far in 
internal competition. It has made a regular business 
profitless by internal competition. It has completely 
forgotten that the big battle was to get the money 
that would ordinarily be spent for something else. 
Individual concerns have tried all manners of stunts 
and ballyhoos in the feeling that this predatory age 
forced them to individually fight with any tools, good 
or bad, because the shoe money of the town was lim- 
ited and the battle for survival was a merciless one. 
That sort of business develops a display of jealousy 
and unfairness and in the end injures every shoe 
store as well as the one using’such tools and methods. 

We believe the time has come for all merchants to 
cooperate earnestly and sincerely with business asso- 
ciates in the town, in the State and in the industry. 
Leading merchants throughout the country have ex- 
pressed themselves as being tremendously interested 
in any plan for collective action. 

Richard D. Hofheimer of Hofheimer’s, Inc.—Nor- 
folk, states: “I believe that today any merchant who 
deliberately denies himself the opportunity of pro- 
curing additional business, through failure to join 
into any concerted move which would bring him more 
pairs, is highly atavistic and as such is not going to 








82 


Time for Drifting Is Past 









There should be 


remain a merchant much longer. 
little or no reason for anyone to withhold their sup- 
port to a move of this nature.” 

Paul O. Kuehn of South Bend, Ind., says: “We 
stand heartily in accord with your plans in making 
this week a profitable one, and will decorate our win- 
dows and advertise accordingly. Also, we are will- 
ing to give some time to South Bend to promote the 
cause in the shoe departments and stores. 

“I feel that it is quite important that this job will 
be done best where it is done collectively in respec- 
tive localities.” | 

Ben A. Phelps of Shreveport, La., says: “My 
heartiest cooperation will be given, and I shall en- 
deavor, in my small way, to put it over. — 

“Here in Shreveport, we are now planning to fea- 
ture that week in every way possible, using news- 
paper advertising and special window displays. If 
possible, we shall also try to have editorials in our 
local daily papers on this subject.” 


And so you see that what this 
industry needs most is a rallying point around which 
all stores can cooperate on the basis of a competition 
of service and selection rather than the merciless com- 
petition of price. We believe that National Sport Shoe 
Week holds real promise because of the new and re- 
freshing spirit of cooperation between men who are 
associates as well as competitors in “getting more 
shoes sold right.” 

Industry had an experience this week of coordinated 
effort in conference. There has never been a confer- 
ence so humble. There were “no shining lights” 
whose opinions dominated and directed the prepara- 
tion of the platform of fashion for Fall and Winter. 
The voice of the little man was heard and his opin- 
ions listened to attentively for perhaps an idea might 
come out of the country to invigorate and revitalize 
the tired city. Industry is on the point of being 
refreshened by a new method of merchandising 
through collective action. 
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White 
5925 
(Wedge Heel) 


5929 
(Cuban Heel) 


Deb Sandals 


The Hit of the Season 


@ Here is merchandise designed for quick sales—to sell 
at popular prices—styled to appeal to all your customers, 
regardless of age. 


@ Firestone has more than met the vogue for sandals. 
Has proved by the big business done on DEBS already 
by southern retailers that they sell on sight. 


@ A window display of Deb Sandals dresses up the 
whole store. Their quality matches their excellent 
appearance at a reasonable price. 


@ Specially constructed fabric combines daintiness 
with serviceability. All designs are new, colors most 
striking. In addition to colors shown here is a very 
popular number in white and black. All colors are fast 
—water does not deteriorate the fabric. 


@ These sandals are well lasted. They will fit, and are 
surprisingly comfortable. Suggest, in selling, the wedge 
heel for sportswear, the Cuban heel for beach and gen- 
eral wear. Soles are of fine quality crepe rubber—the 
white lift on Cuban heel gives resiliency and ease in 
walking. 


@ Play safe in your sandal order. Standardize on 
DEBS and cash in on this popular, attractively priced 
Firestone line of Summer sandals. 


FIRESTONE FOOTWEAR COMPANY 


GENERAL OFFICE 
141 BROOKLINE AVE., BOSTON, MASS. 
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LINE FOR THE MODERN 
WOMAN AND JUNIOR MISS 








* 


Styled and Priced to Meet 1932 Merchandising 
Needs. 


The New Sample Line Is Now in the Hands of Our 


Salesmen. 


Don’t w ait e e Write or 
Wire to Have Our Representative 
Call and Present the Natural Bridge Plan 








* 


NATURAL BRIDGE SHOEMAKERS 


Division of Craddock-Terry Co 
LYNCHBURG . ° ° ° e ° ° - VIRGINIA 





Pacific Coast Branches New York Office—Marbridge Building 
CRADDOCK-TERRY COMPANY @ New England Distributors—- ©@ Chicago Office—Republic Building 


San Francisco, Cal. Portland, Ore. McIntosh Co., Spring field, Mass. Philadelphia Office—401 Central Trust Building 
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All brown buck, bellows tongue. Composition sole 

has a rough clinging texture making it good for 

golf, as the upper is practically scratch-proof. Gen- 
. erally made full leather lined 





All white buck, leather sole and heel finished black. 
The same shoe is developed in a few cases in rich 


tobacco brown suede. This wing tip pattern with 
perforations enjoys great popularity for buck shoes 





Sin of progress appear in men’s 

footwear. Slowly but surely, particular men are ask- 

ing for some symbol that will show that they are dif- 

ferent. George Geuting summarizes the present sit- 

uation as follows: 

1—“The American public is not in the mood to change 
its mode of living. 

2—We are not going back to the horse and buggy 
and kerosene days. 

3—Two and half years of depression are behind us. 

4—Things wear out.” 

As chairman of the Men’s Styles Committee, Mr. 
Geuting checks and rechecks masculine demand. For 
example, he makes it a point to talk to ten men each 
day, outside of the shoe store. He asks them the 
question—‘“How many pairs of shoes have you bought 
this year? What’s the condition of your old stock 
of shoes at home?” He has been amazed to find that 
men who can afford to buy shoes are short on shoes. 
In the majority of cases they bought no new shoes 
since the turn of the year and are now in the market 
for new ones. But the new shoes will be in sport 
types. 

They now want to swagger a bit and as a result 
some new types of sport shoes are coming in with a 
fine flourish. For example, the all-over buck shoe 
in a rich reddish shade of brown is distinctly new 
in this country, although some of the smarter. dress- 
ers have had custom-made shoes of this type since 
its introduction in England by the Prince of Wales 
five years ago. The all-over white buck shoe in a 
punched, perforated, pinked pattern is a smart num- 
ber, also the all-over grain or buck shoe with a heavy 
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All-Over Bucks 


Favored by 


Particular Men 


Vogue That Made Marked Headway 
Among Exclusive Dressers at Palm Beach 
and Other Southern Resorts Appears 
Due for Widespread Acceptance through- 
out the Country This Season—Shoe 
Merchants See Promise of Increased 
Volume and Profits in the Buck Shoe 









All white buck, gristle sole. Often made with white 

composition or red rubber sole. This type of shoe 

is especially favored for yachting, although equally 
suited to general sports wear 


gristle crepe rubber sole. The heavier the sole, the 
better. Some of them are almost an inch in sole 
thickness. 

These new types of shoes have captured the imag- 
ination of men young and old and point the way to 
the change in sport types of shoes for the well dressed 
man. The combination seem to be selling best in the 
popular priced shoes. For the finer shoes, command- 
ing a better price, the new all-over bucks in brown 
and in white and in some cases unlined seem to have 
a new and fresh demand. 


I; the shoe trade will restrict 
the brown bucks to the sports types, in both lasts and 
patterns, they will have something as staple as patent 
leather for dress. Some few concerns have tried to 
promote brown buck finished leather shoes in street 
types with moderate success in a few cases. Right 
now a smattering of the Broadway males are wearing 
this shoe. Whatever success these shoes might have 
had this season with a majority of regular men was 
practically: killed when a Broadway musical show 
equipped the chorus men with these shoes. 

[TURN TO PAGE 60, PLEASE] 







































































Mr. Ned White, Manager, Men's 
Shoe Department, the Mabley and 
Carew Co., Cincinnati 




















_ Crosby Square Authentic | 
The MABLEY and CAREW Co. | | 





“I feel sure that we are making the right decision in 
choosing the new line of Crosby Square Authentic : 
Fashion Shoes for our men’s shoe department. In both : 
quality and workmanship, I regard these shoes as out- 1 


standing values as well as excellent reproductions of 
the finest English-made footwear selling at several t! 
times the price. I am very much impressed with the e 


sales possibilities of this new line. In my judgment 


T 
the new Crosby Square Authentic Fashion Shoes will F 
. i T 
be exceptionally popular. z 
NED WHITE, : 
Manager, Men’s Shoe Department 
The Mabley and Carew Company F 
V 
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Fashions Capture Cincinnati 
back the New Idea in men’s shoes 


ID you read the opposite page? It 
tells youwhat Cincinnati's famous 
fashion store, The Mabley and Carew 
Co., thinks of the Crosby Square Idea 
and the Crosby Square Group of Au- 
thentic Fashions. And they backed 
their statement with an initial order 
which makes them one of the nation’s 
largest Crosby Square agencies to date. 
This is merely one outstanding ex- 
ample of the reception you are giving 
the Crosby Square Idea in every part 
of the United States. During all our 
experience in the shoe business we have 
never seen such universal enthusiasm 
stirred up by a new group of shoes. 
The fashions are right. The workman- 
ship is right. The price is right. The 
entire plan of sales backing is right. 
The Crosby Square Idea, from start 
to finish, is right for fast and profitable 
sales in today’s market. 


CROSBY SQUARE AUTHENTIC FASHIONS 
Faithful reproductions of the world’s finest shoes for each occasion — Sport,Walking, Town, Dress 
WALTER Boortu SHOE ComPANY, 302 North Broadway, Milwaukee, Wis. 
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Men’s Shoe Department, The Mabley and Carew Co. 
In this handsome selling space Crosby Square Au- 
thentic Fashions will take a prominent place. 


The Mabley and Carew Co. occupy six floors of 
Cincinnati’s outstanding building, the Carew Tower. 


If you have not yet seen the Crosby 
Square representative with his samples 
and the clear concise description of the 
Idea explained in full in his brochure, 
writeorwire foranimmediateinterview. |} 






















































The Month 


in Hosiery 


Meshes Still Fashionable But Subject 
to Price Cutting 


v 


Pp rices on mesh hose dropped 
precipitously last month, thus darkening one of the 
few bright spots in the general hosiery picture. 
Meshes and laces, both because of their vogue and 
the fact’ that equipment for making them was not 
overplentiful, had, for a year or more, provided mer- 
chandise on which the retailer could obtain a regular 
and profitable mark-up. However, with more and 
more manufacturers putting in new equipment, the 
market soon became overproduced and the same sort 
of price cutting that has long characterized regular 
hosiery became a factor in meshes and laces. What 
the final outcome will be is anybody’s guess. Certain 
it is, however, that the average retailer would do well 
to get rid of his high priced mesh stockings as quick- 
ly as possible. With plenty of good meshes to retail 
at $1.00 and some fair ones at even lower prices, it 
looks as if the old prices of $1.95 and better are pass- 
ing rapidly out of the picture. 

Stylewise, meshes and laces remain good and will 
remain good for the next few months. Anyone who 
hazards a guess about what will happen to them, in 
the way of public acceptance, after September or 
October, is taking a big chance. 

One angle of the mesh situation that deserves care- 


This cotton “slacker” 
is offered as a sport 
sock for men to wear 
with long trousers, 
or slacks.—Courtesy, 
Siegel & Davis 


ful thought is the relation between lisle and silk 
meshes. Last Summer, it is recalled, a sizable busi- 
ness was done on lisle meshes for sports wear. At 
that time good full-fashioned lisle meshes were re- 
tailing around $1.00 or $1.25. With silk meshes now 
in the same price range, there is some basis to doubt 
if lisles will be as good as they were last year. How- 
ever, it may be pointed out that a considerable volume 
of lisle mesh can be sold on the basis of fashion, 
rather than of price. 
aa es 

While nothing radically new came out of the Knit- 
ting Arts Exhibit held in Philadelphia last month, 
the trend of the times in hosiery was indicated by the 
showing of new high speed knitting machines, ma- 
chines of finer gauge than heretofore and a couple of 
single unit machines. Attachments for making mesh 
and lace hosiery also were prominently displayed, but 
in view of the price situation in mesh and lace stock- 
ings at present, failed to elicit as much interest as the 
machinery makers would have liked. 

a Ae 


Just when it looked as if patent litigation in the ho- 
siery business was about to die a more or less natural 
death, another angle injected itself into the situation. 
It appears that there are now two patents, one an old 
one, and the other recently granted, covering the mak- 
ing of non-run stockings. One patent is being ex- 
ploited by a group of Philadelphia mills, and stock- 
ings made under this process are expected to be on 
the market within a few weeks. 

aa me 


Knee length golf hose are being bought sparingly 
this year. The vogue for slacks, or long trousers for 
golf and general sports wear is an influence that can- 
not be ignored. Short wool sports sox may replace 
the regulation golf stocking to some extent, and there 
has been developed a little turn down or short cuff 
anklet, in wool, cotton, lisle or mixtures, which some 
of the college boys already have adopted for wear 
with the slacks. 
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Meet the Demand...With Quality Footwear 


; ; Se SS of fC 
8291—Men’s Ivory and Brown , \ Mice - 8288—Men’s White and Black Com- 


ramen C-D, $960 . : i = (p = os ; en Moccasin. C-D, $960 


8290—Same in Jersey Elk and Brown, 
Composition Rubber Sole and Heel. 


8285—Men’s White and Black, Combi- 


nation, Ventilated Vamp, $960 


8 Sport Shoe Half Rubber Heel. C-D, 6-11 Built ona Solid 
8287—Same in Jerscy Elk and Brown. 


Patterns Leather Basis 


In Stock, Ready to Ship... Write or Wire for Salesman 
Complete Catalog Sent Quickly on Request 


&eleus -. - BRANCH OF 1. S. CO. - - St. Louis 
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I—A Sport Shoe Style Show 


A cooperative sport shoe style show can be staged in a 
local movie theatre without great cost to any individual mer- 
chant. Undoubtedly the novelty will appeal to the theatre 
owner, and he will work with your committee in arranging 
the program and getting a runway built. A slightly elevated 
section on the stage and a spotlight will do if necessary. 

It should be possible to get the cooperation of apparel and 
clothing shops to costume the models. A master of ceremonies 
should describe the costumes and footwear. A story could 
be woven in of the young lady who cannot be interested in a 
young man while he is carelessly dressed, but does become 
interested when he appears in proper sports attire. 


be i al 


2—A Sport Shoe Contest 


“Why We Should Wear Sport Shoes” is a good subject 
for a contest to be run before or during sport shoe week. 
Appropriate prizes for the winners would stimulate interest; 
these could be vouchers redeemable for shoes at whatever 
store the person preferred if the idea is used cooperatively. 
v 
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3—Newspaper Editorials 


Fashion copy regarding spot shoes can be prepared by a 
committee of advertising people to be run in the local papers, 
on the fashion page, with a story on the news pages if pos- 
sible These style stories can be illustrated easily from the 
regular advertising mat services which are available. 


wr 


4—Airplane Stunt 


“Watch for the shower of free sport shoe tickets!” is the 
theme of an announcement for a distribution from the air of 
small cards announcing sport shoe week. Each card could 
be numbered, with a drawing for the lucky numbers one day 
during sport shoe week—the number of winners to vary ac- 
cording to local circumstances. 


~~ VS 


5—Displays in Vacant Stores 


Windows of vacant stores throughout the town should be 
borrowed, and decorated with displays of sport shoes during 
sport shoe week. Green and white crepe paper trim with the 
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Ten Ideas 
to Sell More 
Sport Shoes 











Practical Promotion Plans That 
Can Be Used by Any Shoe Store 


emblematic yellow sun lettered in black “SPORT SHOE 
WEEK” would get attention. A card in each window could 
tell the name of the store making the display. 


vvv 


6—Ads and Addresses to Clubs 


A series of ads on sport shoes—for active sport and specta- 
tor—addressed to various local clubs and societies, would gain 
favorable comment. Also, a short talk by one who knows 
styles, made to various clubs on the topic “Choosing Summer 
Shoes” would help to spread the story of sport shoes. 
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7—In Person and Picture 


Having local sports celebrities at your store on certain 
days would be a good publicity feature for Sport Shoe Week. 
Back this up with photographs of local sportsmen and women, 
with notes of their accomplishments in your windows. 


vvv 







8—Models in the Store 


Attractive girls in sports and spectator clothes wearing 
your sport shoes about the store would win interest. De- 
partment stores everywhere use the idea in their yard goods 
departments. 


vvv 







9—Sport Shoe Decorations 


Dressing up the interior of the store in green and white, 
with attractive displays of sport shoes is essential to sport 
shoe week promotion. Advertising and window displays will 
go flat if the customer enters your store without being 
greeted by decorations that emphasize the importance of sport 
shoe week. 


rw Ss 


10—A Kiddies Window Style Show 


Three or four youngsters “modeling” your children’s sport 
shoes in a window suitably trimmed will “stop the crowd.” 
Styles for play, for dress up and for camp life can all be 
featured. The “show” could be for a half hour at noon and 
again after school if necessary. 
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mmediate Sellers In Stock 








pP441—Black Kid Gore Tongue Pump; Sil- P417-6—White Grain Kid One Strap Cen- W701-38—White Elk Sport Oxford, Black 
houwelt Construction; Beaded Buckle; 15/8 ter Buckle; Silhouwelt Constrmetints 15/8 Trim; 11/8 Heel. In stock AA to C, Price 


Wood Heel. In stock, AAA to C. Price, Wood Heel. In stock AAA Cc. Price $3.15. Also stocked in a Smoked Elk 
$3 $3.35. as No. 701- 


W736-38 — White Elk Nurses’ Oxford; P553—Black Kid Regent Opera Pump; Sil- W278-15—White Wales Calf Ghillie; Welt 
Welt Construction; 11/8 Heel. In stock AA houwelt Construction; 17/8 Louis Heel. In Construction; Unlined; 11/8 Heel; Duflex 
to D. Price $3.50. Also stocked in Black stock AAA to C. Price $3.25. Also stocked Gristle Sole and Top Piece. In stock AAA 
Kid as No. W736, Price $3.15. in White Kid as No. 553-6 at $3.35, and to C. Price $3.00. Also stocked in Brown 
in White Ormande Fabric as P553-30. Wales Calf trimmed with Indies Brown Calf; 

Price $3.10. 14/8 Leather Heel. Price $3.00. 

















Ault-Williamson Turn Shoes 





No. 633-1—Patent Leather Sandal; 16/8 No. 633-6—White Kid Sandal; 16/8 Louis No. 318—Black Ruby Kid Open Throat Tie; 
Louis Heel; Not stocked. Turn Construction. Heel; Turn Construction. In stock AAA to Turn Construction; 14/8 Covered Wood Cu- 
Price $3.25. Also available in White Or- ©. Price $3.50. ban Heel. In stock AAA to C. Price $3.25. 


mande Cloth. Make up orders only. 


Write for Complete Catalog 








TURNS WELTS 
Ault-Williamson Shoe Co. Ault-Shackford Shoe Co. 


Auburn - Maine Auburn - Maine 
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Official- Fall Style Report 


[CONTINUED FROM PAGE 19] 
Upon motion duly made and seconded, it was voted tonot as full of shoes as they have been before; we feel that 


include the following note in the Fall Report: 

Nore:.We venture to suggest a new shoe for boys, an in- 
between, play, sport or outing shoe, laced clear to the toe, 
of elk or similar leather made of a welt or a McKay or 
stitched, with either leather or rubber sole and we would 
suggest to identify it as a type the name Daniel Boone. 


Renaissance in Men’s Apparel 


The following introductory comments prefaced the men’s 
style report: 


The largest attendance in the history of the Style Con- 
ferences marked this meeting of the Men’s Style ‘Committee. 
Coordinating with the committee were men’s wear fashion 
experts representing clothiers, haberdashers and their trade 
papers, who definitely convinced us that the men’s wear in- 
dustry is in the midst of a Renaissance. This is an historical 
repetition of what always follows a period of financial read- 
justment. 

For the first time in many years representatives of the 
clothing industry have come together and have gone further in 
the idea of promoting new and original effects in men’s 
garments. This is best exemplified by what is transpiring 
right now and which will continue throughout the summer— 
the tremendous increase of the use of so-called wash suits 
which has helped tremendously in launching the biggest sports- 
wear season ever experienced; and this will be followed by 
just as radical a change in newer fabrics and newer types of 
men’s clothing, haberdashery, hats, and furnishings. 

That such a change is important to the shoe industry is 
immediately evident, and the men’s wear experts urge us in 
the shoe business to cooperate with them for the promotion 
of new styles in our industry as well as their own, because 
the change in style calls for increased effort in the entire 
realm of merchandising. These experts tell us that we may 
expect a new suit for men, entirely different, featuring the 
so-called draped effect with or without cuff on the trousers, 
developed in new fabrics—checks, plaids, herringbones, and 
other weaves, which will be accepted by the conservative 
a and not to be identified with the cheaper popular 
trade. 

The increase already noted in the acceptance of brown 
shoes for men indicates that we may expect a further in- 
crease of such sales during the coming fall. This is a hope- 
ful sign for increased pairage. Realizing the importance of 
this indicated change your Men’s Committee urges all retail- 
ers to be prepared. 

We appreciate that we have gone through a period of 
drastic financial readjustment; we realize that closets are 


merchants must be more style conscious and that they should 
show. more character in their promotional merchandising and 
more color in their footwear. Stocks are low in all stores; 
closets are empty of shoes in the ave: home; and the 
fashion market is wide open at prices at which all can afford 
to buy. Retailers can stimulate business by increasing their pur- 
chases of tan shoes. The market is ready for us and any 
dealer who does not have. tan shoes prominently displayed, is 
missing a big feature in the promotion of footwear. 

Retailers must be progressive in these style promotions. 
Their windows must display these new types of shoes. The 
importance of proper display has been neglected and never 
will we have a better opportunity for proper promotion from 
a fashion standpoint, than this coming fall. For instance, 
brown buckskin shoes for men have been discussed at our 
meetings for more than a year. A number of big city re- 
tailers have bought such shoes and those merchants who have 
properly promoted them, have found them easy and satisfac- 
tory sellers. This is just one example of the possibilities of 
what might be called unusual merchandising. 

The fashion experts in the men’s wear industry have sug- 
gested to us that if all business interested in men’s apparel 
would display and promote in a dramatic way the brown 
buckskin shoe, this item would run into tremendous sales. 

To cite another instance along these lines may we remind 
you of the acceptance of the summer-weight shoe for men, 
which is now an essential sales item in the majority of stores 
throughout the year, despite the original difficulty several 
years ago of getting these shoes on the feet of the average 
man. The tremendous and widespread sale of sport shoes is 
now one of the most important features in the men’s shoe 
business. Your committee feels that none of us dares allow 
the impetus of colorful footwear selling to die at the begin- 
ning of the fall season. We, therefore, urge you to start 
your fall season with different, more colorful shoes,’ dis- 
played and promoted in a most dramatic way. 

We have not overlooked in our recommendations the fact 
that there is a large and steady business with so-called staple 
shoes. We do not feel, however, that it is necessary to dis- 
cuss this natural bread-and-butter business in this series of 
recommendations. : 

Last, but not least, your Men’s Committee urges that you 
make your sales force the contact point, and to teach them 
to be fashion conscious. Be sure that you and every man in 
your organization shall wear the correct shoe, as the first ex- 
ample in order to influence your customers; teach your 
sales force how to display uptodate, lively shoes to lively 
young people; as well as the proper shoes for the average 
business man, such as patent leather shoes for formal day 
and evening wear. The possibilities of “shoes for the occa- 
sion” in the men’s shoe business are legion. May we urge 
you to make the most of them. 





Sell Shoes Sane and Simple 


“I think in merchandising we have 
been doing irreparable damage by 
placing emphasis in the wrong place— 
not placing it on the product. We have 
gone on the assumption that style is a 
fleeting thing. It may be a fact that 
women do like change of costume, but 
I think that was true in the halcyon 
days. Since that time we have returned 
to a sense of real values. People are 
primarily interested in the service 
which anything they buy will give 
them. We may call on the gods of cre- 
ation and invention to make people be- 
lieve that the things we are selling are 
really worth while. So long as they 
haven’t an absolute service behind 
them, it’s a destructive policy. 

“In the Quality Maintenance League 





[CONTINUED FROM PAGE 15] 


we are undertaking a general educa- 
tional campaign. Through concerted 
effort we can slow down acceleration of 
style so that we can really make the 
public conscious of the necessity of ser- 
vice in merchandise rather than the 
necessity of buying things because they 
are promoted. There was a time when 
selection of costume was a matter of 
taste and thought. Ingredients, qual- 
ity and service made people buy and 
they bought on that basis. Recently, I 
understand, ‘It’s smart to be thrifty’ 
and ‘thrifty to be smart.’ 

“Special sales at one time repre- 
sented special times — pre-inventory, 
etc., but today they have become a 
racket. Anything to stimulate the cus- 
tomer not to buy, but to bargain. 
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At the opening of the yeneral ses- 
sion on Tuesday Mr. McNeil read suii- 
able resolutions memorializing the late 
John C. McKeon, former chairman of 
the style committee of the National 
Boot and Shoe Manufacturers Asso- 
ciation and long a colorful figure at the 
joint style conferences, and the late 
Frank B. King, chairman of the Na- 
tional Shoe Travelers Association’s 
style committee. 


Style Changes Coming 
Replacement Alone Insures Fall Volume 
After every great economic up- 


heaval look for a change in men’s 
shoes—it always has happened before, 


[TURN TO PAGE 56, PLEASE] 
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Feature The Ace Of Sport Shoes 
For Profitable Volume 


Thousands of shoe retailers have 
been quick to recognize in the 
Official Violet Ray shoe that 
long looked for something to 
play the part of the straw hat, 


in summer footwear for men. 


With the same seasonal appeal of 

the straw hat and __light- 
weight suit, the airy coolness of 
FOOT-FAN shoes is fast creat- 
ing a new and popular Summer 
habit. 


FOOT-FAN 


(OFFICIAL VIOLET RAY) 


FREE SELLING HELPS FOR 
FOOT-FAN DEALERS 


The exclusive features of the 
Official Violet Ray shoe, cov- 
ered by U. S. Letters patents, 
permit maximum ventilation. 
The special inner leather lining, 
supports the feet and retains the 
shapeliness of the last. 


There is no satisfactory substi- 
tute for this super-Summer shoe. 
Sell the genuine and be one of 
the profit makers. See the com- 
plete line in our Summer cata- 
logue. Write for samples today. 


UNITED SHOE MFG. CO. 


1610 WASHINGTON AVE., ST. LOUIS, MO. 
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What the Shoe Store Is Thinking About 


[CONTINUED FROM PAGE 21] 


sources of the men’s department dur- 
ing the liquidation process. 

One of the important by-products of 
John’s revamping process was in his 
discarding of the usual measuring 
stick, used in determining the store’s 
stock. For years he had charted 
the progress of his stock, sales and 
turnover in terms of dollars. Now 
he reckoned in terms of pairs. The 
store bought in pairs and sold a pair at 
a time. The value of the stock lay in 
the desirability of each pair of shoes, 
not in the money it represented. It 
was this line of reasoning which caused 
him to begin thinking in terms of pairs 
rather than dollars. 


Base Stock System 


With this major idea in mind, a sys- 
tem of ideal base stocks for the vari- 
ous styles of shoes was worked out. Due 
consideration was taken of the re- 
sources of the in-stock departments in 
this system of unit control. In this 
way, the inlet for a certain number of 
shoes is governed by the outlet, a most 
happy arrangement that assures the 
store of an evenly balanced stock at all 
times. “Buy by units and sell by units 
and the dollars will take care of them- 
selves” is John’s slogan. 

Men who had drifted away from the 
store to try other pastures came back 
with tales of having met up with diffi- 
culties in being fitted. The other stores 
were also cutting down on stock, but in 
a dangerous manner in that they were 
misfitting their trade. Quite a little 
new trade was traceable to the store’s 
policy of “always having the fit.” The 
Composite Shoe Store had earned an 
enviable reputation over a long period 
of years. John proposed to stick to 
his guns and to maintain this repu- 
tation. He knew the store bore the 
identification mark of a “correct fitting 
store.” And, as events proved, he was 
doing more men’s business than any 
other store in town, with considerable 
fewer pairs of shoes on his shelves. 

In the third chapter in this series, 
John Mahn revealed just how he had 
cut his inventory in half. For the pur- 
pose of comparison, these figures, as 
they relate to the men’s business, are 
again given: 


Stock Inventory, October, 1930 
800 pairs in the grades from $10 and 


up 
600 pairs in the $5 to $7 prices 
400 pairs of golf and high shoes 


1800 pairs 


Stock Inventory, April, 1932 


300 pairs at $8 

500 pairs at $5 and $6 

100 pairs of golf, the high shoes being 
discontinued 


900 pairs 





Four months of operation under 
this régimé has definitely proved that 
there was no need of carrying 20 styles 
in one particular line, as no sales were 
lost when only twelve styles were 
stocked. Some business was done in 
times gone by on the eight shoes elim- 
inated, but no sales were actually lost 
to the store when the lines were wiped 
out. The $6 line was cut from 15 styles 
to three, while the $5 grade was 
strengthened by adding six numbers, 
bringing the total carried at this price 
up to 16 styles. 

Eighteen months ago it was custom- 
ary to have at least from three to four 
pairs of the good selling sizes on the 
shelves. This applied to men’s, wom- 
en’s and children’s shoes alike. Now 
the rule is to carry only one pair. Good 
in-stock service permits such a quick 
size-up that no sales are missed. 

In the Composite Shoe Store there 
is one type of shoe that Ted always has 
in all widths and grades, a plain pat- 
tern French last in both black and 
brown calf. This shoe he finds to be 
the real foundation of this business. 


Men Indifferent to Sales 


One thing they have found is basic. 
The men do not react to sales'as do the 
women, so that the bait used to bring 
in extra pairage is new shoes. A light 
stock can play a few new shoes to 
much better advantage than a heavy 
stock, John discovered. Then, again, 
when these shoes come from stock, the 
danger of getting hurt is quite small 
in case the style goes sour. 

Most of these new shoes are bought 
for the younger fellows, those who like 
something different, so a full-size fit- 
ting range is not such a necessity as in 
the regular lines. “Special Offerings” 
do not bring in the men, unless the 
price is extremely low, and even then 
they will not deviate very much from 
their set shoe ideas. 

A customer card record is kept right 
in the men’s department. Included in 
the information on the cards is the 
business phone, so whenever new shoes 
come in or there turns up a pair or so 
of odd lots, a phone call often causes a 
sale to be made. 

In a store doing a moderate amount 
of business, such as the Composite, the 
men sell more or less all over the store 
during the rush periods. Yet each has 
a particular job in which he specializes. 
Ted likes his work of contacting the 
men and finds many ways of attracting 
extra business in the store. He is a 
moderate “joiner” belonging to a fra- 
ternal order and a popular young men’s 
club. He is a likeable fellow with a 
wider personal acquaintance than aver- 
age. So, with John’s sanction, he tries 
to spend several hours each week in 
contacting men outside the store. 

A nice friendly feeling is engen- 
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dered by the way John has caused the 
shoe lace problem to be handled. Laces 
are more or less of a problem, with 
many a customer being offended if 
charged for a pair. It is rather hard 
to request payment from some men and 
not from others. The method employed 
here is not to charge for laces at ail. 
Ted uses as his parting shot in many 
instances this happy phrase: “Come in 
when you need a pair of laces. I want 
to see what service your shoes are giv- 
ing you anyway.” 


Shoes Sold from the Desk 


A good many thousand dollars’ 
worth of shoes are sold right from 
Ted’s desk during the course of a year. 
While the store has $5 as its base price 
in the men’s department and does not 
carry any shoes on the shelves for a 
lower price, a considerable business has 
been developed in the cheaper grades. 

These shoes are sold to the industria! 
plants in quantity lots for one thing. 
Then quite a few are sold on the house- 
to-house plan. Ted has a good man 
who has been with him for some time, 
traveling around on a bicycle. This 
man’s job is to call on the garages, fill- 
ing stations and other places where 
men work and sell them a good work 
shoe. Recently a good order for 500 
pairs of military shoes to nearby State 
guard companies netted the store some 
extra cash money, thereby swelling 
the sales considerably. 

The Composite Shoe Store, like all 
others, has lost customers during the 
past two years on account of the price 
situation. Many of these men are com- 
ing back, now that the store has a 
strong line of $5 shoes. The reputation 
of the house for good fitting and good 
service is such that the trade feels a 
mistake was made in leaving them. 


Lowest Grades Not Economical 


Many a man volunteered the infor- 
mation that they found it did not pay 
to go to lower grades than carried in 
the Composite. Many, too, expressed 
surprise as to the fit and quality oi 
the shoes they could now buy at $5. 

Incidents similar in tone to the fo!- 
lowing indicate why the men’s depart- 
ment is making the good showing indi- 
cated. Ted likes to relate the case of 
the man from a small town who asked 
if the store carried arch supports. A 
foot and shoe examination found that 
he was suffering only from the short 
shoes he had been habitually buying 
in his local store. He objected to buy- 
ing a pair of the same brand as he was 
wearing, saying this make was no 
good, and that they hurt his feet. After 
it was explained that he was wearing 
a size 7E, when his foot drew for a 
9A, he realized that the shoes were 
not at fault, but the one who sold them 
to him. 
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» HOW’S BUSINESS ¢ 





Reports Business Ahead of ’31 


COLUMBUS, OHI0O—Walker T. Dicker- 
son, president of the Walker T. Dicker- 
son Co., reports that all of this com- 
pany’s departments are being operated 
on a full time schedule and have been 
running upon that basis since Feb. 15. 
He declared that the company has en- 
joyed a better volume of business dur- 
ing the past 10 weeks than it has ex- 
perienced at any time in the past two 
years. 

The company has stayed away from 
the manufacture of sandals and is con- 
centrating on black kids, white kids 
and sea-sand kids. These shoes are 
slightly more conservative in styling 
and are receiving a good play both in 
ties and one-strap effects. Some step- 
ins are also being produced and find a 
ready sale. 


Elections and Business 


NEw YoORK—The commonly quoted 
bugaboo to the effect that “this is a 
Presidential election year—business 
will be bad,” has no real basis in fact, 
says the Textile Organon, published by 
the Tubize Chatillon Corporation. The 
record of general business in Presiden- 
tial election years since 1800 (33 elec- 
tions) shows that business was above 
normal in 16 cases, was below normal 
in 13 instances, and was just normal 
in four different years. 

The trend of business during these 
same Presidential election years was as 
follows: The trend was definitely up- 
ward in 12 cases, it was definitely down- 
ward in 9 cases, and no trend was ap- 
parent in 12 cases. 

Combining the level of business and 
the trend of business into an index 
which might be called the “net effect,” 
past records show that general business 
during Presidential election years was 
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good in 16 cases, was unfavorable in 14 
cases and was neutral in three cases of 
the 33 years studied. 

Lest data back to 1800 be considered 
too obsolete, an examination of more 
recent years may be made and essen- 
tially the same results, or results even 
more favorable to the above thesis, will 
be found. 

In summary, it would appear that the 
mere fact of a Presidential election is 
not important as a determinant of busi- 
ness activity. The effect of a Presiden- 


Profitize 
Your 
Business 
in 1932 


tal election on general business is in- 
variably far overshadowed by other 
more important economic situations of 
the day. The single real exception to 
this statement is probably the cam- 
paign year of 1896; but it must be 
pointed out that this election was 
fought out on a real economic issue, 
namely, the gold standard versus the bi- 
metallic standard of currency. 

With the improbability of a radical 
disagreement in platform as between 
the two major political parties this 
year, it is concluded that the effect of 
this year’s November elections would 
have little important bearing on the 
course of business from now until that 
time. 


» WHAT’S SELLING < 


Blues Sell Well in Chicago 


CHICAGO—Blues are very much in de- 
mand here in all grades and all types. 
Sandals seem to be grading down to the 
popular price lines—that is, the ex- 
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EVERY WEEK 


treme sandal patterns. The higher 
priced stores are showing cut-outs and 
perforations galore, but very few ex- 
treme styles, whereas Cutler’s report 
that practically all of their sales have 
been sandals. 

Everybody is looking forward to a 
big white season. Fabric shoes are not 
expected to be as popular this year as 
they were last year. One buyer said 
fabric is dull and the tendency this year 
seems to be for shiny surface leathers 
like kid, calf, etc. 

After a rather wintry March and 
April, spring seems to have come to 
Chicago to stay. This is sure to help 
retail business. 


Blacks First; Blues Second 


Des MOINES, IowA—Blues have been 
running a close second to blacks in 
women’s shoes all season in the experi- 
ence of C. H. Conner, head of the shoe 
department at the Utica. April, how- 
ever, has resulted in a slowing up in 
the demand for dark shoes, with pur- 
chasers holding off on the purchase of 
their light shoes for summer. Black 
patent and black kid are still the 
leaders, and as for types, sandals are 
holding their own, as they have all 
Spring. The Ghillie tie is being pro- 
moted by some stores, but as a whole 
this type of sports shoe has not found 
an extensive following in this section. 

Whites are heavily stocked by most 
local shoe departments, but the Spring 
demand has not opened up to any great 
extent. Those stores with a stock of 
tans in the spectator sports types have 
practically cleaned up, this general de- 
mand being noted in most of the stores 
with a comfortable supply of them on 
hand. 


Whites in Oklahoma 


Bristow, OKLA.—A window trim in 
the Katz store, consisting of ornamen- 
tal white letters on a black background, 
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MODERN MODE 


ZAPON 


THE ZAPON COMPANY 


Smart Styles 


and 
New Colors 


LEATHER CLOTH 
for SLIPPER UPPERS 


APON texture, styles and 
colors are up to the mode of 


the moment. 


That's why ZAPON slippers inter- 
rupt the casual eye of milady 
passing by. 

In these days, shrewd merchants 
are finding the ZAPON color 
scheme a valuable window asset. 
Zapon covered slippers are 
moded to the modern boudoir 
with tones to match and blend. 
And, of course, there are dark 
shades for the man of the house. 
The texture and finish of ZAPON 
uppers endure as long as the 
slipper. 


Send for Samples 


A Subsidiary of Atlas Powder Company 


Stamford 


Connecticut 








America’s BIGGEST SELLING White Shoe Cleaner 


—— | 


HARMLESS, 


Attractive booklet for 
distribution to your 
customers, included in 
Shu-Milk Display Set. 
Acts as “another sales- 
man in your store.” 











MORE SHU-MILK WAS SOLD LAST YEAR 
than any other white cleaner BECAUSE IT 
GAVE THE UTMOST SATISFACTION. 


SHU-MILK cleans ALL Kinds of white Shoes 
—WILL NOT RUB OFF—IS ODORLESS, 
and NON-INFLAMMABLE— 
Gives a WHITER white! 


DEALERS are wise to feature SHU-MILK since 

















its pays them a few cents 
MORE PROFIT on every 
bottle they sell. Sold as 
“the BEST ever used or 
MONEY REFUNDED.” 
(Printed on every bottle.) 


DOUBLE-YOUR-MONEY 
FREE GOODS OFFER 
UNTIL MAY 31 


Ask your jobber today 


With an investment of only 
$5.25—a resale value of $10.50— 
and a QUICK REPEATER. 





2) > Distributors 
STIZTVARICR YLNEW YORI) 
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saying, “Fashion’s Spotlight is on 
White,” sounds the keynote of shoe 
sales here. White, in kid and fabric, 
makes about 60 per cent of sales in 
women’s and children’s footwear. 
Men’s two-tone black and white models, 
with white trim predominating, did al- 
most a rush business during the first 
part of the past week, the opening of 
the Spring season. Sandal and oxford 
shoes are the most popular in all price 
ranges. 

Merchants say the shoe market, in 
general, is somewhat better than it was 
at this time last year. The volume is 
low, $2.98 to $8 is as high as prices 
can be moved, but merchandise moves 
more steadily than at this season last 
year. 

The opening of the Spring shoe sea- 
son brought out some good ideas in dis- 
play. The E. W. Strong store is using 
larger window space for shoes and tying 
the display with larger color back- 
grounds. Clark’s men’s shop is show- 
ing shoes in ensemble, with socks, ties 
and other accessories to harmonize with 
the shoe models displayed. This store 
opened the Spring season with a win- 
dow trim that used a copy of Stuart’s 
Washington as part of the background. 


White Buck Ghillie Popular 


CHICcCAGO—Marshall Field & Co. are 
selling blues, patents and browns in 
sandals and cut out and perforated 
types. They are also selling a white 
buck ghillie. The demand for this shoe 
has not let up since January. They re- 
port suburban Chicago wearing this 
white shoe on the street. Unlined 
shoes are said to be very good. 

Business has been very good until 
recently, when it slowed down some- 
what. They expect it to pick up with 
the arrival of warm weather and report 
a good day today. 





ABOUT PEOPLE 


Jack Ash to Manage New Store 


CANTON, OHI0O—Jack Ash has been 
made manager of the new Brown shoe 
store which was opened recently in 
Steubenville, Ohio, by A. Brown. Lo- 
cation is the former store of Floto and 
Hutterly, shoe merchants, at Fifth and 
Market Streets. A children’s depart- 
ment is one of the features of the new 
store. 

Conrad Ungericht, who has operated 
a retail shoe store on South Broadway, 
Greenville, Ohio, since 1895, has an- 
nounced his intention of retiring from 
business. He has started a closing out 
sale. The store is one of the oldest in 
this section of the State. 


Shoe Man Prize Shot 


PHILADELPHIA—John J. Prendergast, 
Manager of G. R. Kinney Co., Inc.,’s 
Germantown store, located at 5555 Ger- 
mantown Avenue, won second place in 
the Knights of Columbus Trapshooting 
Championship, held April 24. 
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SUPERVISES STYLE MAKING 


GEORGE F. BURROWS 


ROCHESTER, N. Y.—George F. Bur- 
rows, vice-president and style director 
for the Sherwood Shoe Co. of Roch- 
ester, has established his headquarters 
at 942 Marbridge Building, New York. 

The Sherwood Shoe Co. has found it 
desirable to maintain closer contact 
with the metropolitan trade and be- 
lieves that with Mr. Burrows in New 
York City the company will be in a 
better position to meet the increasing 
demands that are coming from this 
area. 

Mr. Burrows will direct all styling 
from the New York office and in ad- 
dition will supervise sales operations 
in that vicinity. Sherwood have also 
found it necessary to seek larger quar- 
ters, and have established their new 
office at-942 Marbridge Building. They 
were formerly located at 907-909 Mar- 
bridge Building. ; 

A Style Salon is being opened in con- 
nection with this new office and it is 
planned to have a complete line of 
Sherwood shoes on display there at all 
times. 

Mr. Burrows feels that with the 
elimination of numerous trips between 
Rochester and New York City he will 
be in a much better position to serve 
both his trade and his company. 


Sails for England 


Boston—Herbert W. Cook, European 
representative of the Colonial Tanning 


Profitize 
Your 
Business 


in 1932 





ccepte 


The Accepted Footwear of 
Outdoor Organizations 


DUDE RANCH CAMP MOCS 


GENUINE GOODYEAR WELTS 


is the accepted footwear for all 
outdoor wear. Girl Scout—Camp 
Fire—Y. W. C. A. girls, will be 
glad to have you feature shoes that 
meet their demand for well con- 
structed and perfect fitting foot- 
wear at such modest prices. 
DUDE RANCH CAMP .MOCS 
gives you the opportunity to sell 
that extra pair. Write for our 
franchise proposition. It’s a real 


IN STOCK— Always 


The 
RAMBLER 


Style 309—Light smoke elk moc- 
casin oxford. 

Style 307—Coffee elk moccasin ox- 
ford. 

Style 332—White elk moccasin ox- 
ford. 


All sport sole—8/8 gristle heel. 
Sizes: 8144/8 AAA—3/8 AA-A 
—214/8 B-C 


Style 305—Brown elk moccasin ox- 
ford. 


Treated oak sole, leather heel, 
rubber top. Sizes same as above. 


Write for Dude Ranch Camp Mocs cata- 
log showing complete line in natural 
colors. 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 


AURORA MISSOURI 
St. Louis Sales Office, Jefferson Hotel 





WHERE TO BUY 
Shoe Forms 


I airy Jorms | 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Inc., Auburn,N.Y. 
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WHERE TO BUY 
Men’s Shoes 




















; Ss Bebe 
().. A. PACKARD CSARDCO., Makers 





and MILLER COOK SHOES 
A. E. NETTLETON CO. 


H. W. COOK, Presiden: 
Syracuse, N. Y. 





This Attractive Window Display 


in the Physical Culture Shoe Shop at 20 W. 39th 


Street, New York, Makes a Specific Appeal to the Well Dressed Woman and at the 

Same Time Is Fundamentally Corrective. The Background Is in Delicate Rose and 

Green to Create a Spring Atmosphere. The Window Was Planned by A. F. Cunning- 
ham, Manager of the New York Store 











Stacy Adams Co.| 
Manufacturers of 
MEN’S FINE 

















EAST WEYMOUTH, MASS. U.S.A 








“A MAN’S DECISION” 


THE 


~ 


Boston—183 Essex Street 











WEL» 
Men’s 
Fine 
Old 
Colony 
Shoe Co. 
Brockton, 
Mass. 





N. Y.—915-917 Marbridge Bldg. 





Co., who has been here on a visit to his 
principals, spent a week at the tannery 
in Belleville, N.'J., and sailed for 
England on the Aquitania. 


Leases Muse Department 


ATLANTA, GA—S. D. Tanner has 
leased the Pied Piper shoe department 
at the George Muse Clothing Co. and 
will operate it in the future. Mr. 
Tanner is one of the best known shoe 
men in the city, having started in the 
shoe business with the Davison-Paxon 
company in 1913. For eleven years he 
was connected with Byck’s, and for the 
past three years he has been manager 
of the Pied Piper department of chil- 
dren’s shoes at Muse’s, which he has 
built into one of the most popular de- 
partments of its sort in Atlanta. 


Holds Free Foot Clinic 

Kansas City, Mo.—I. E. Cox, man- 
ager of the Dr. A. Reed Cushion Shoe 
Co., promoted a free foot clinic in his 
shop the week of April 17. Private ex- 
amination and diagnosis were con- 
ducted in booths specially fitted up, 
under the direction of two well known 
physicians who have specialized in foot 
health. 

The clinic was open from 8.30 until 
11 o’clock each morning, and in addi- 
tion to these hours special appoint- 
ments were made. The response was 
much better than had been anticipated 
and the contacts made were very satis- 
factory in the light of prospects as 
future customers. The proportion of 
men and women who took advantage of 
the service was about fifty-fifty, ac- 
cording to Mr. Cox. Advertising of the 


50 


clinic and of the special features of the 
week in this particular shop were 
broadcast over station WHB by Mr. 
Cox. 


Cahn Will Probated 


NEW ORLEANS—Half of the estate of 
Samuel Cahn, vice-president of the Im- 
perial Shoe Store, who died April 18, 
is bequeathed to his widow, Mrs. Lena 
Schwartz Cahn, according to terms of 
a will probated in Judge Hugh C. 
Cage’s division of civil district court. 
A bequest of $100 a month during the 
remainder of her life is made to his 
mother, Mrs. Elise Cahn, and the re- 
mainder of the estate is to be held in 
trust for 10 years for his two children, 
Mrs. Cecile A. C. Stern and Moise S. 
Cahn. The will is dated July 9, 19:30. 





Chiropodist on Store Staff 


OAKLAND, CAL.—Mesmer Smith Shoe 
Co., 473 Thirteenth Street, Oakland, 
has appointed Dr. Walter Littlejohn, 
expert chiropodist and foot specialist, as 
manager of the shop’s orthopedic <e- 
partment, his advice and attention be- 
ing gratis to the store’s customers. The 
firm finds this a wonderful trade- 
bringer, as surprisingly many have 
trouble with their feet. 


Swerdloff Moves 


BALTIMORE, Mp. — Sol Swerdloff h:s 
moved his store, known as The Shve 
Shop, from 207 W. Eutaw Street to 28 
W. Lexington Street, where he his 
opened a-shoe department in Sherry’s. 
Mr. Swerdloff has given up the Eutaw 
Street location. 
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Nilo Loon Ahoes 


ALL PEOPLE haven’t gone crazy— 


THERE ARE still many persons in every community who 
know—or who have learned by sad experience—that 


price isn’t the big, important thing when they purchase 
shoes. 





WHEN PRICE IS FORGOTTEN these customers will re- 
member the footaches and heartaches caused by wearing 
chea heaply-made and cheaply-fitting—but “expen- 

FORGET 1p—cheaply ply-fitting. pe 


sive-in-the-long-run”—shoes. 


THE 
KEEP YOUR HEAD on your shoulders! Don’t get into the 
“TUFF already overcrowded swirl of “price-only!” Stick to 
good lines and keep sizes intact. 
TIMES”— 


H SIX THOUSAND shoe merchants are holding fast to Wilbur 
WIT Coon Shoes because . 


WILBUR —they FIT (with perfection and ease) more types of 
COON feet than any other woman’s line. 


SHOES —there is never a question of their QUALITY in even 
the most minute detail. 








—the element of STYLE is most pleasing—always smart 
and delightful—and to the hour. 





—they provide, through our IN STOCK SERVICE, an 
opportunity for very frequent turnover—an open 
secret of one road to Success. 


Ask for Franchise for the Wilbur Coon Shoes for Your Town—NOW! 


SS 


37 Canal St., Rochester, N. Y. 


Newest IN STOCK Catalogue Ready. Write for It. 
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WHERE TO BUY 


W omen’s Shoes 
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FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo; N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE Co. 
Chicago, Ill. 





“KUSH -IN-EZE” 
REGISTERED 

Hand-turned house shoes with 
all that any woman desires in a 
shoe of this type. All sizes and 
widths in 
stock, Thirty 

numbhers,— 

a Send for Catalog 


$2.50 
VAUGHAN-TOWLE CO. 








WAKEFIELD, MASS. 
© (DIVISION OF L. B. EVANS’ SON CO.) @ 
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WHERE TO BUY 


Men’s and Women’s 


Slippers 


la li eli eel 


| Ww. 8S. CHASE & SONS, INC., 
HAVERHILL, MASS. 


In Stock Men’s Full Leather Lined 
Handtarned Slippers 


Priced from $1.75 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket $1.35 
Zipper Pocket $1.50 





QUALITY TURN 
D’ORSAYS 


On the Fleer, all colers, A 
and C widths. 


FREEMAN-THOMPSON 
SHOE CO 
-) St. Paul, 








Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO $2.50 
GOLDEN BROWN KID—IN STOCK 
ROTH SHOE COMPANY 
MANUFACTURERS 
80 N. FOURTH 8T. PHILADELPHIA 














Heckel Made Superintendent 


AUBURN, N. Y.— 
Charles E. Heckel 
is now general 
superintendent of 
Dunn & McCarthy, 
Inc., factories in 
Auburn and Bing- 
hamton. H. P. Ire- 
land is now assis- 
tant general super- 
intendent. 

Both will make 
their headquarters 
in Auburn, where 
Paul Mason is 
superintendent in 
charge of the Auburn plant, but they 
plan to spend two days of each week 
in Binghamton, where U. J. Edinger is 
in charge as active superintendent. 


Charles E. Heckel 


To Open Shoe Store 


LAMONI, Iowa—C. L. Throckmorton 
of Garden Grove, Iowa, is to open a 
shoe store here May 1, to handle men’s, 
women’s and children’s shoes. The shoe 
department will be inconnection with 
the men’s clothing department. 


Opens Shoe Department 


KNOXVILLE, TENN.—A new _ shoe 
store was opened April 20 as a depart- 
ment of the Economy Shop, 413 South 
Gay Street, Knoxville. The new store 
is under the management of B. D. King, 
formerly of the Style Shop. 


“Senator” Ragland Ill 


ATLANTA, GA.—Friends of “Senator” 
Ragland, well known traveling shoe 
man of Atlanta, will regret to learn 
that he is seriously ill at the Piedmont 
Sanitorium in Atlanta. 


» TRADE DOINGS ¢ 


N. Y. Capital District Merchants Meet 


SCHENECTADY, N. Y.—President 
Jesse L. Patton of the New York State 
Shoe Retailers’ Association headed a 
delegation of twenty-four retail shoe 
merchants from this city and Albany 
who on April 27 paid a visit to their 
fellow-craftsman at Hudson. The party 
chartered a bus and made the hundred 
mile trip to and from Hudson in record 
time. At Hudson this delegation was 
met at the Hotel Worth by Director 
H. S.Speed and other merchants of that 
city, also by J. T. Huff, a director of 
the state association from Pough- 
keepsie. 

Dinner was served at the hotel, after 
which there was a business session of 
the Capital District Shoe Dealers’ As- 
sociation, and in the absence of Presi- 
dent Lou Hoffman, of Albany, Mr. 
Patton, first vice-president, presided. 
As Albany has invited the state asso- 
ciation to hold its 1933 convention in 
that city, numerous details of that 
meeting were discussed. Mr. Patton 


reviewed the work that is being done 
by. former President Burt J. Gosper, 
who is chairman of the 1932 convention 
committee, in arranging for the annual 
meeting at Elmira Sept. 12 and 13. 

It was decided to hold another group 
meeting of shoe merchants of the Hud- 
son and Mohawk valleys at Schenec. 
tady in June. 

Among those present at the Hudson 
meeting, besides President Patton, were 
directors T. Arthur Cohen, Ira N. 
Levinson and J. H.: Sullivan, of Al. 
bany; J. D. Huff, of Poughkeepsie; H. 
S. Speed, of Hudson; J. H. Millhan, 
of Schenectady and Secretary Harry 
A. Chase, of Rochester. Others in at- 
tendance were H. J. Gaffney and An- 
drew H. Bell of John G. Myers Co., 
John MacDonald of the Ground Gripper 
store, Howard G. Cohen of T. Arthur 
Cohen Co., Leland Mayer, Wesley 
Emery, J. E. Golden and John A. Beau- 
mont and Ernest A. Beaumont of E. A. 
Beaumont & Co., Inc., all of Albany; 
James J. Sullivan of the Barney Co., 
Robert R. Smart of Thom McAn, John 
J. Meara, Nelson B. Carter, James 
Lindsay, W. B. Ridgeway, T. Hill of 
Beck-Hazzard, and D. J. Horan of the 
Endicott-Johnson Corp., of Schenec- 
tady; Samuel Kline, William Kline and 
E. Moskiwitz of Hudson, and R. West- 
over and M. Cohen, of Poughkeepsie. 


Byck’s Rearrange Departments 


LOUISVILLE, Ky.—Byck’s, 532 Fourth 
Street, Louisville, have rearranged 
their shoe departments to make them 
even more attractive. Instead of hav- 
ing a special deluxe department on the 
third floor, all women’s shoes are con- 
centrated in a spacious sun flooded de- 
partment occupying almost the entire 
first floor, while the third floor has been 
entirely refurnished and is devoted to 
shoes for children and young girls. 

The women’s department, under the 
management of Mr. Price, as formerly, 
has been redecorated to present the 
effect of a lounge rather than the usual 
stiff arrangement of rows of chairs. 
The chairs, modernistic in shape, but 
comfortable pull-up affairs, are of 
Australian walnut, upholstered in tile, 
tan and pale green leather, while the 
foot stools are done in tile of a darker 
tone. Wall and floor are of soft taupe 
shades. 

The new department is doing a brisk 
business, especially in the more con- 
servative styles, step-in pumps and 
smart ties. Blue and brown are modish 
this year, while the store is already 
selling many white buckskin pumps. 

The third floor is equally charming 
with a lure that goes straight to the 
hearts of its youth patrons. Conspic- 
uous along the walls are three comic 
mirrors, 6 by 8 feet, and in one corner 
is a big rocking horse, nearly life size, 
with a fascinating merry-go-round 
just beside it. The seats for the chil- 
dren are painted in a gay green or 
red and have arms formed of different 
animals—camels, giraffes, elephants 
and other less known beasts. The set- 





tees for grown ups are covered with 
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Make | | | 
@ Are you looking for an idea that will make more sales 
Wi n d ow . . . that will make window shoppers come inside? Well, 


here it is: take a few of your outstanding shoes . . . cut- 


Shoppers outs, sandals or Wales ‘ties . . . and op them on light- 


weight AnkleHi Fairy Forms. Then put them in your win- 


C O MoM E dow and note how they attract buyers into your store. 


AnkleHi Fairy Forms are made in sample size 4B to fit 

I ID almost any woman's shoe with either high, medium or low 
ecco heels. On the bottom of the form is an adjustable feature 

which takes care of width variations. The specially-shaped 


heel makes it easy to insert and also to remove the form. 
Easy to clean with a damp cloth. 




















Order a few AnkleHi Forms today, the price is 
only $1.75 a pair, and help your display models to 
do better work. If your jobber cannot supply you, 
order from us. 


SHOE FORM CO., INC. AUBURN, NEW YORK 


alr 


PROTECTED BY AMERICAN Shees AND FOREIGN PATENTS 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Que. 
AnkleHi Fairy Forms, are especially good for cut-out tits, shendtunmniiae 
sandals and Wales ties. The form pe here is the AnkleHi Northampton Paris Frankfort Melbourne — jar, which provides for 
open top. Price, $1.75 @ pair. England France Germany Australia variations in shoe widths. 























e In Choosing Your 
New York Hotel 


REMEMBER THESE 
SPECIAL FEATURES 
of the NEW EDISON 








e Sun - Ray Health Lamps 
© New York’s Newest Hotel 


THE CHAS © In the Heart of Times Square 
Make E Your Home © Five Minutes to 50 Theatres 


While in St. Louis ; @ 1000 Rooms e 1000 Baths 


—Convenient to principal specialty shoe © 1000 Radios 
factories—Its location at Lindell and | e Extra - Large - Sized Rooms 
Kingshighway Boulevards opposite Forest Many Windows — Large Closets 
Park will appeal to shoe buyers. Cool and 
delightful surroundings. 


i .50 d. 
Location, rooms, food, service, facilities, } TEL Single from $2.50 day 


LINDELL 
SAINT LOUIS 








e Extremely moderate rates— 


47 44 
“atmosphere” and a sincere desire to serve Double $4.00 
you well at sensible prices is our promise. 


Rates for one, $3 to $5 per day 
Rates for two, $5 to $7 per day 


THE HOTEL CHASE 47 ST. JUST WEST OF B’WAY 
ST. LOUIS, MO. en CEC W yor; kK °® 
J. A. HADLEY, Manager 
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WHERE TO BUY 


Shoe Accessories 
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EVER-READY, the Pad 
That Stops the Pinch 


Byrer-Ready felt skived 










pad that insures results, 
ey cept substitution or imitation. 


Mid. by 


Palate Shoe e Findings Mfg. Co. 


327 West Monroe Street Chicago, Il. 
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WHERE TO BUY 
Athletic Shoes 
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BASEBALL SHOES aaa 
Lou Gehrig autographed 
model. Popular price. 
Write for catalog of 4 
Athco Ry moy 

Athletic Shoe Co., 

No. Marshfield Ave., 
Chicago, Ill. 
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WHERE TO BUY 
Sandals 
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*%& KENDALL’S *"°rtirs ™* 


GRECIAN CAMP 
TENNIS AND 
DANCING SANDAL 
Full Sizes Only 
from 6 child's to 
10 women’s 


Made of Elk 
Brown 













Single Pairs 
$1.15 

12 Pair Orders 
$1.00 











* KENDALL SHOE COMPANY * 
_ HAVERHILL, MASSACHUSETTS 
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Hard Leather Soles—Wood Heels 
HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 


class. 
Samples on Request 


VINCENT HORWITZ CO., Ine. 
64-76 W. New York City 


















Combines a Prosperous 


chintz with a designs of animals, and 
around the walls are cutouts and 
pictures from Mother Goose to enter- 
tain the children while they are being 
fitted. 

Even the holders for displaying stock 
are figures of characters from well 
known stories. The shelving is single 
space, as being more orderly, and at- 
tractive way of keeping stock, and the 
stock cartons, like those in the women’s 
department are uniform in brown and 
tan. 

Great attention is paid to correct fit, 
as well as to corrective shoes. Only 
salesmen trained in fitting children are 
employed in this department. The foot 
is measured and after the shoes are 
selected and fitted, Mr. Wright, man- 
ager of the department, personally re. 
measures the child’s foot and checks the 
shoe to see that it is correct. 





Cutler Cuts Prices 


CuHIcAGO—The Cutler Shoe Co. re- 
cently lowered their price from four 
and five dollars to $3.70 for both men’s 
and women’s shoes. They announce 
this fact to the public on a large cord 
in a prominent place in their windows, 
which reads as follows: 


“KEEPING FAITH 


“In adopting our new lower price, 
$3.70, we have kept faith with Chicago. 
“We have set a new price for good 











Profitize 
Your 


Business 
in 1932 
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UNIQUE SHOE SHOP FOR KIDDIES 
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Interior of Mickey’s Juvenile Shoe Shop, Jackson, Mich., Where M. A. Dalton 


ildren’s Shoe Business with General Shoe Repairing. Mr. 
Dalton Has Arranged a Store That Appeals to the Children, and His Business Is 
Steadily Increasing 





shoes. Shoes we are proud of. The 
kind of shoes you expect to buy at 
CUTLER’S. 


“Tt’s just an old CUTLER custom that’s 
over 40 years old.” 


All departments of this store are 
growing. The sale of men’s shoes is 
slower than that of women’s shoes, but 
both are doing very well. 

In women’s shoes, blue is very strong, 
especially sandal types. Beige is 
stronger than was anticipated; reptiles 
sold much better than expected, but 
black kid is still their biggest seller. 
Patents are coming along strong, and 
they are selling some fabrics. Sandals 
are their volume sellers. 

In the men’s department on the mez- 
zanine floor, Cutler’s sell hosiery and 
also neckties, which are displayed most 
attractively. Their “island window,” to 
which especial attention is always 
given, features women’s hosiery exclu- 
sively last week, all the light Spring 
shades being displayed. 





Foot Health Week Scores 


Kansas City, Mo.—National Foot 
Health Week was stressed with special 
advertising in the newspapers and over 
the radio More publicity was given 
the event here than ever before. In 
the Sunday newspapers, April 17, the 
advertisements of some of the retail 
shops occupied more than a full page 
with a special heading, “Walk to 
Health,” and a message from Dr. Cal- 
vin L. Cooper, director of health of 
Kansas City, Mo. 

In addition to these grouped adver- 
tisements, various other shoe shops 
were advertised with individual copy in 
other sections of the paper. 

The Jones store carried a five-column 
advertisement on Sunday with illustra- 
tions of various styles. 
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IN THELAST ANALYSIS - - - - - 


T IS the LAST that makes friendship possible between 

the shoe and the foot. The LAST is more than a block 

of wood. It is the means by which the foot and the shoe 
are brought together in harmony. 


The scientific construction of the CO-ORDINATED LAST 
renders the shoe livable to the foot regardless of its size. 
All CO-ORDINATED LASTS are mechanically graded 
accurately and in proportion, so that the 8E (in women's) 
has the same appearance in line, toe spring, height of 
heel and general outline as the sample 4B size. 


When a manufacturer has perfected his base model, 
knows it fits the foot and the eye, he can be assured of the 
correct grading of his extremes to look like the model. 


COORDINATED LASTS 


i a a by bp Oy Gy Oy fh 
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UNITED LAST COMPANY * BOSTON * MASS. 
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WHERE TO BUY 


Growing Girls’ Shoes 
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IN STEP WITH YOUTH = 
AND 


IN STOCK 


7323 — Patent Tauja 
Buckle Strap. 10/8 
Covered Heel. AAA- 
C—2% to 7. 
Price $3.00 
* 7334 — Patent Regent 
Pump. 13/8 Full 
Louis Heel, AAA-C 
3% to 8. Price. .$2.85 
(Stock Terms: 5%— 
30 days) 


E . 
m_PURDETT SHOE CO 
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WHERE TO BUY 


Sport Footwear 
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| + tie MOCCASINS 


Lumsprere ue vi gus 


4 tvAdeesls var 
— = competitively low prices. | 
i} 


80 fishing, hunting and out- 
* ing footwear. Dealers write 


lent still open for factory 
representatives. 
. RUSSELL MOCCASIN CO 


isconsin Ave. Berlin, Wis. 





Foot Health Week Success 


ATLANTA, GA.—Cooperation on the 
part of Atlanta chiropodists and shoe 
departments helped to make National 
Foot Health Week a success in this 
city. A complete page was taken in 
the Atlanta Constitution, ads from 
leading departments being grouped 
there with reading matter on foot 
health, and better sales were noted by 
those who cooperated in the event. 
Among the stores which cooperatea 
were Byck’s, the Florsheim Shoe Store, 
Muse’s, Dr. Parker’s Health Shoe Shop 
and Rich’s. 


A. E. West Heads New Department 

CHATTANOOGA, TENN.—The Vogue 
store of Chattanooga, Tenn., one of the 
highest class department stores in the 
State, has recently opened a shoe de- 
partment. The manager of the new de- 
partment is A. E. West, formerly of 
Memphis, Tenn. 





Profitize 
Your 
Business 


in 1932 


Sell Shoes Sane and Simple 
[CONTINUED FROM PAGE 42] 


so why not now? This was the key 
thought of the men’s shoe congress led 
by George N. Geuting. 

Definite increase in pairage for Fall 
was forecast. This forecast was not 
based on “wishes” but on the facts of 
need for replacement, a change of sea- 
son, and a change of demand. Fashion 
observers in the men’s wear field point- 
ed out the Fall suitings will be of an 
entirely different character from those 
shown last Fall or this Spring. These 
new fabrics—checks, plaids, herring- 
bones and other weaves—will be the 
means of selling more brown shoes. 

Two days of deliberation stimulated 
these recommendations—to sell more 
men’s shoes, it was pointed out that 
the shoe merchants must be more style 
conscious; that they should show more 
character in their promotional mer- 
chandising and more color in their 
footwear. Merchants can _ stimulate 
business by increasing their promotion 
of brown shoes. For instance, brown 
buckskin shoes for men have been pro- 
moted by several large city merchants 
successfully during the past season—it 
‘shows possibility as a winter-golf shoe. 

It was urged that all retailers start 
their Fall season with different, more 
colorful shoes, displayed and promoted 
in a most dramatic way. Lively shoes 
to lively young people, as well as the 
proper shoes for the business man 
were recommended for more pairage. 


Tanners’ Fall Opening 


Staging one of its largest exhibits, 
the Tanner’s Council of America at its 
official opening of the new Fall leathers 
attracted manufacturers and_ retail 
merchants in no less numbers than 
have been present at previous displays. 
Larger space was allotted each tanner 
to promote his newest leathers and for 
the first time the exhibits extended 
into the south room adjoining that of 
the Grand Ballroom of Hotel Astor. 

Manufacturers were sampling some 
of the new colors and finishes with 
positive energy and enthusiasm antici- 
pation of a better business upswing for 
Fall. 

There was interest displayed in the 
new Fall shades. A certain eagerness 
on the part of manufacturers for new 
leathers, providing a promotional back- 
ground, were the much-sought-after 
materials. But with an ultra-conserva- 
tive program of style urged through- 
out the style sessions, this trick bit of 
magic in leather was nowhere to he 
found, because tanners also were aware 
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of the utilitarian and conservatism that 
will prevail in women’s footwear for 
the coming Fall, if what was forecast 
at the style sessions is to be taken as 
literal. 

“We found as many manufacturers,” 
said J. J. Lyons, chairman of the ex- 
hibit committee of the Tanner Coun- 
cil, “sampling leathers as in past 
years. Their interest seems to be con- 
centrated in new colors and finishes 
and quality, which with the present 
tendency toward a quality trend rather 
than price consideration is an encour- 
aging trend.” 

The tanner has become an artist, 
creating surface interest in leathers. 
Conventional calf and kid is now 
tanned in a wide variety of fashion 
effects and even punch holes with per- 
forations and fabric effects were put 
into leather. 

This exposition proved that the tan- 
ner was closer to the retailer than ever 
before and anticipated fashion demand 
by interpreting new leathers, colors, 
tannages and finishes to stimulate con- 
sumer demand. 

No styles conference luncheon has 
ever shone with such brilliance as that 
held Tuesday noon, presided over by 
A. H. Geuting, president of the N. S. 
R. A., and array of speaking talent 
including Grover Whalen, general man- 
ager of Wanamaker’s; Victor G. Lum- 
bard, chairman of the Tanners’ Coun- 
cil; Elizabeth Ambrose, stylist, and 
Thomas A. Delany, secretary of the 
N.S. T. A. 


Foremen Plan for Picnic 


RocHESTER, N. Y.—With the bowling 
season over for the winter, the Roches- 
ter Association of Shoe Superinten- 
dents and Foremen last week launched 
its Spring social season with a dinner 
at the Powers Hotel, presided over by 
William Fennessy, president. 

Plans already are under way for a 
picnic on Irondequoit Bay, to which 
factory executives and well-known road 
men are expected to be invited. 


New Price Store in ’Frisco 


SAN FRANCISCO, CAL.—Price’s, one 
of San Francisco’s pioneer shoe stores, 
has added to its 58 Third Street loca- 
tion a second shop, located at 718 Mar- 
ket Street, completely modernistic with 
its black vitrolite exterior and latest 
type interior lighting. Aso, with the 
opening of the new store, Edward Gold- 
smith has joined the firm as partner 
with J. M. Price and his son, B. W. 
Price. 


Tieberg Takes Over Keller Store 


OAKLAND, CAL.—Paul Tieberg has 
taken over the former Keller’s Shoe 
Store at 1022 Washington Street, Oak- 
land, making his second shoe shop in 
Oakland; the manager of the newly 
acquired location is to be Charles Tie- 
berg, the brother and also the co-part- 
ner of Paul Tieberg. 
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Do Business More Efficiently by Installing the Recorder 


Complete Initial Equipment (not includin 

work file $4.00 — delivered) or $5.50 

Consisting of — 

150 cards, of which 50 triplicate sets for 

size-up orders, Forms A-B-C 

2—Departmental Summary Sheets 

I—-Instruction Guide 

I—Cloth, Stiff-Cover Binder 

5—Pads Sales Record Slips (100 to pad) 

!—Pad Refund Record Slips (50 to pad) 
Stock Record cards 9”x12” fit the standard size correspondence file, 
for permanent filing, whereas the “work file” shown on the left 
makes it easy to see at a glance just how you stand on Pair units 
for each stock number. 
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Helps you to “buy 
as you sell”—to 
+ whether “ 

oe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
wanted styles and 

sizes. 


Stock Record Card System 
MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 
367 W. Adams Street 
Chicago, Illinois 
Gentlemen: 


Please send me samples and prices of your 
Stock and Daily Sales Card Record. 





WHERE TO BUY 
Ballet Slippers 





In Stock Black Kid 
Ballet Right and Left 


Ladies’ $1.20 pair. 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
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—that’s what counts in 
making profitable sales 
of theatrical footwear. 
We make a complete line 
of dancing shoes whose 
merit is known to danc- 
ers everywhere. 


Write us! 


CHICAGO 
THEATRICAL SHOE CO. 
3rd Floor, Capitol Bldg., | 
159 N. State St. 
Chicago, Ill. 
Coast Orders filled from: 
6715 Hollywood Bivd., Hollywood, Cal. 








New Lancaster Shop 


LANCASTER, Pa.—The Peggie Paige 
Shoe Shop, with headquarters in Leba- 
non, has opened a branch store here 
at 5 N. Queen Street. The new shop 
is of the semi-parlor type, finished in 
bird’s-eye maple with fixtures to match. 
A grill design is used as a background 
for the window with curtains as deco- 
rations. : 

Herman Rosman is in charge of the 
new store, after having managed the 
Lebanon store for two years. Benjamin 
Albert Rosman succeeded him as man- 
ager of the Lebanon shop. 


New Wilmington Shop 


WILMINGTON, N. C.—Under the name 
of the Men’s Shop of Wilmington, a new 
store has opened here, featuring men’s 
high grade clothing, haberdashery and 
shoes. Plorsheim’s are carried. B. 
Borowsky is the manager. 





Your 
Business 
in 1932 


Personal Cards to Customers Pay 


ATLANTA, GA.—If you are unable to 
get out of the store and make personal 
calls on your customers, try sending a 
personal post card in your place. You 
may be surprised at the results. 

Six months ago, Paul Barcroft, man- 
ager of the Nettleton Shoe Department 
at Zachry’s, in Atlanta, found himself 
in the position of being unable to get 
outside to visit his trade. He was in 
sole charge of the department, without 
an assistant, and this made it impos- 
sible for him to do any outside calling 
on his trade. 

In seeking a way to overcome this 
obstacle, Mr. Barcroft took to writing 
post-cards to a selected list of custom- 
ers, especially those who had not made 
purchases during the past year. 

Instead of ordinary penny post- 
ecards, Mr. Barcroft got the store 
to make up correspondence cards, 
with the name of the store and 
department across the top and an 
envelope to match. He kept a stack 
of these always on his desk and when- 
ever, in the course of the day, he had 
a spare moment or two, he sat down 
and penned a personal note to some 
customer or friend. Each note was 
personally written and signed, and no 
two were alike. 

Of course, there were many inter- 
ruptions between and during cards, but 
today Mr. Barcroft has reduced it to 
such a science that he averages 25 of 
these personal cards each day. 

The results? 

Searcely a day passes that one or 
more of these customers does not come 
in and purchase a pair of shoes. 

In short, while the personal card in- 
volves a lot of work—just about every 
minute of his spare time at the store, 
as a matter of fact—it has really 
brought in business. And it has kept 
him in touch with his trade as nothing 
else could have done. 


Schiff Co. Occupies Warehouse 


CoLumBus, OnI0—The Schiff Co., 
operating a chain of 185 retail shoe 
stores, many of which are in depart- 
ment stores, has made arrangements 
to occupy the office building and ware- 
house, leased recently from the H. C. 
Godman Co., located on North Fourth 
Street. The five-story building will be 
completely remodeled for the company 
and ready for occupancy July 1. 

Modern office equipment will be in- 
stalled. This will include sound-proof 
rooms for executives and the working 
force, modern intercommunication be- 
tween the departments. 


Ballyhoo or Collective Action 
[CONTINUED FROM PAGE 23] 


vited le on their routes to come to 
come to the sale we were promoting.) 

Having signs and decorative color 
schemes uniform, makes a more impres- 
sive showing. This and the street ban- 
ners are the work for the decorative 
committee. When desired, prizes can be 
awarded for the best trims. 

The entertainment committee can do 
much to help. Speakers for movie 
houses, athletic contests, and any other 
stunts to focus attention on sports 
shoes can be arranged. These features 
help to make people “sport shoe con- 
scious,” thereby increasing sales. 

Estimates of expenses should be 
made early and turned in to the finance 
committee—who can pro-rate them ac- 
cording to size of the stores. They need 
not be heavy for each store to make a 
good showing. 

The old bugaboo of stores not co- 
operating in YOUR TOWN is the bunk. 
A real idea, a good program and 100 
per cent enthusiasm will do it. But 
someone must lead and at the same 
time be careful not to put himself in the 
limelight. 

National Sport Shoe Week is a great 
opportunity to help summer shoe busi- 
ness. Go to it! It will at least stop 
the “for sale” signs for a week or 
more. It will move people toward win- 
dows—it’s then up to you to get them 
inside—fitted and money paid. 


Cashing in on Sports Appeal 
[CONTINUED FROM PAGE 28] 


Tennis can be conveyed with a racket 
and balls and perhaps a tournament 
score card. The dates of local matches 
will hold added interest. 

Arrange a platform about six inches 
high along the back of your window 
and on this, from right to left, put 
spectator sports wear, showing a wide 
variety of styles. 

If your community has any national 
sports consciousness at all, play up the 
Olympiad. Get photographs of some of 
the athletes who will be the outstanding 
actors in this sports classic. The pub- 
licity bureau of the Games will be glad 
to send them, also a photograph of the 
Rose Bowl where the event is to be 
held. Have this picture enlarged and 
let it be the center of a sports shoe 
window. 


Fine Opens Second Store 


Cuicaco—Morris B. Fine, who for 
the past fifteen years has operated the 
Fine Bootery on 47th and Grand 
Boulevard, opened his second shoe shop, 
Fine’s Boot Shop at 7903 Cottage 
Grove Avenue, on Saturday, March 19. 

Like the other store, it is a Flor- 
sheim store, and also carries the Red 
Cross Shoe for women and Simplex 
Flexies for children, specializing in 
X-ray fittings. 

This site was formerly occupied by 
the Berge Shoe Store. 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY, LID. 


. (Successor to Joslin Manufacturing Co., Established 1865) 


PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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WHERE TO BUY 


Children’s Footwear 
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HAVE 
FLEXIBILITY 
SMOOTHER INSOLES 
QUALITY AT LOW PRICES 


By 
SHAFT-PIERCE SHOE COMPANY 
Mfrs. of Acrobat and Clara Barton Shoes. 
FARIBAULT, MINNESOTA 
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Tan and Smoked Elk Moccasins 
Goodyear Welts In Stock 


5/8—Infants’ 
8%/12—Child’s 
$2.25 











ADAMS 


BROS. 


PLITSFIELD, NOU, 





Pacific Northwest Convention 


SEATTLE, WASH. — Changes in poli- 
cies, prices and lines during the past 
season by many manufacturers empha- 
size the importance of the fifth annual 
convention of the Pacific Northwest 
Shoe Retailers Association, to be held 
in this city at the Hotel Olympic, June 
6, 7 and 8. 

This viewpoint was expressed at the 
get-together meeting held here on Mon- 
day evening, April 25, which was at- 
tended by the shoe merchants of Se- 
attle and vicinity, who discussed the 
plans for the coming convention. 

It was stated that many lines would 
be spread at the convention, affording 
the merchants an opportunity of mak- 
ing a grade and price comparison and 
enabling them intelligently to select 
their early Fall shoes. 

One merchant said: “When $2.00 is 
a high price for a pair of women’s 
shoes, I want to know what comes 
next.” It was believed that many of 
the complex problems regarding the 
Fall trend of footwear in price and 
style can be solved at the June conven- 
tion, where merchants will also discuss 
many of their similar store difficulties. 

Indications point to a large attend- 
ance of retail merchants and manufac- 
turers’ representatives at the conven- 


At the Seminole Country Club, Palm 
Beach, one of the most exclusive clubs 
in the country, it was noted that a 
good 25 per cent of the men wore 
brown buck oxfords when playing. The 
illustration on this page shows the gen- 
eral type. Some of the shoes noted had 
heavy gristle soles, some crepe soles 
and some the thinner composition soles 
which are nearly slip proof. 

In some of the larger Eastern col- 
leges, especially Yale and Princeton, a 
considerable number of brown suedes 
have been purchased by the dressy 
crowd. 








Men f . here’s a shoe 


that understands yOu... 


English Bucko! 


shown at Wernet’s simultaneously 
with its first appearance in Chicago 
and New York.. 


FORSTREET @ CLUB e@ SPORTS 





English Bucko Leather is a new 


tanning process that has civilized the 
leather to the point where the FOOT 
GIVES the ORDERS, not the shoe. It 
gives a man exactly what he wants ina 
shoe, with a variety of designs to 


choosefrom .. . . 

A Rich Brown. 7” 
makes them ap- 

propriate for 

wear with any 

color of suit. 


Frank Werner ©. 


° MEN'S SHOP ¢ 
874 Market St.*. . and... 26 Powell %. 

















A striking buck shoe advertisement by a 
prominent shoe store in ‘Frisco 


Color is most important for this par- 
ticular shoe. Only the deep reddish 
brown, a cigar shade, not a Clara, but 
that dark shade that bowls one over 
if smoked—is the color that is selling. 
Most of these brown suede shoes are 
developed in the Blucher cut, De Pinna, 
in New York, having been quite . suc- 
cessful in promoting a shoe of this 
type. In fact, this shoe is considered 
practically a staple with them. Other 
shops are having good business with 
the same general kind of shoe made in 





tion. 


the regular bal pattern. 
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All-Over Bucks Favored 


[CONTINUED FROM PAGE 35] 


The all-over white buck shoe is right 
in the picture for summer selling. It 
is felt that this shoe will carry through 
the entire summer. Many predict that 
the sales experience of Florida this 
year will be repeated in all parts of the 
country. In the grades over $10, the 
brown and white combination was 
closely followed by the all white buck, 
with black and white trailing consid- 
erably behind. This condition was re- 
versed in the $5 field, however. 

One group of stores, French, Shriner 
& Urner, had only one all white buck 
shoe last year. This season they will 
stock seven styles. These styles will 
range from the classic all white plain 
toe to the pinked and perforated num- 
bers. 

Whether to have black or natural 
edges on the leather soled all white 
shoes is a question causing buyers 
some concern. There is no question 
but that the black edge makes a 
smarter appearing shoe, but it has the 
disadvantage of smutting the mate 
whenever the edge rubs the white 
leather. In cases where this happens 
in the store, it is a case of returning 
to the factory to be refinished, an ex- 
pensive and not altogether satisfactory 
procedure for all concerned. With 
this serious objection in mind, many 
buyers are specifying natural finish 
edges or are turning to white com- 
position soles. One outfit compromised 
by having black edges on the wing tips 
and natural edges on the straight tips. 

These all white buck shoes are by no 
means confined to the high grades. 
One popular priced chain sold tre- 
mendous quantities of all white shoes 
last season and is planning to sell sev- 
eral times the quantity this year. This 
is an organization that seldom misses 
a bet, too. All grade stores agree in 
predicting that this will be a banner 
year in the sale of the all white buck 
finish leather shoes. They agree, too, 
that this will be a mighty good thing 
for the shoe business, due to the per- 
ishable nature of the material. 





William Carey with Menihan 


RocHESTER, N. Y.—Back after a so- 
journ in Central and Southern New 
York, William Carey, former Rochester 
factory superintendent, has been en- 
gaged as head of the welt department 
by The Menihan Company, manufac- 
turer. 

Mr. Carey is a practical shoe man of 
wide experience and is well known in 
the Rochester trade. 

George F. Burrows, stylist for the 
Sherwood Shoe Company, has been 
transferred to New York City as the 
company’s eastern representative. Ed- 
ward Foran of New York will succeed 
Mr. Burrows, who also is vice-presi- 
dent of the concern, as Rochester 
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MERCHANTS’ NEEDS 





~ WANTED TO PURCHASE 






















POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 
SHOES—DEPT. STORES 
Leases assumed Transactions confidential 














We will pay the best ont pulee for 
your surplus or entire stocks of shoes, 





general merchandise or department 
stores. Leases assumed. 
Phone - Write ° Call 
All matters strictly confidential. 

I. SIMON CO. 


101 Reade. Sten New York City’ 
Phone Worth 2 Est. 1 

















BUSINESS OPPORTUNITIES 






























OU CAN HAVD A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
- Pry a openings everywhere with 
- the —<_ you can ry to. Ry capi- 

required or goods uy; ency 
or eoliciting. Established 1894." Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











HOTELS 















HOTELS OF DISTINCTION 






y IN ST. LOUIS 
$300 
to 
$45.0 


Tuband 
Shower 






htels 


MAYFAIR 


EIGHTH and SAINT CHARLES 
and 


LENNOX 


NINTH and WASHINGTON 


mS$T. LOUIS 


In the very center of 
things. Just a step from 
theatre, shopping and busi- 
ness district. Admittedly 
offering more personal 
room comforts and refine- 
ments than any other 
hotels in Saint Louis. And 
any Saint Louisan will tell 
you that these new hotels 
are decidedly the places to 
dine in St. Louis. 








Coffee Shop 


Ice-Cooled Air 
Garage Service 


Club Meals in Dining Rooms 


OPERATED BY HEISS HOTEL SYSTEM 
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Relieve Tight Vamps 


on pumps and strap slippers; also ease 
nd women’s 


vamp seams on men’s oxfords a 
ties. 


Eliminates Binding at Instep 


Removes pressure from 


bunions 
without stretching shoe sloewhere. mae strain 


on stitching. 


Tals remarkable machine is sent on ten day 


trial to responsible merchants. 


Vamp Easer Co. 5541, Ferdinand St. 


VAMP EASER 













PRICE NOW ONLY $9.50 F.0.B. Chicago. 
Salesmen—Write for particulars 











MERCHANTS’ NEEDS 


HOTELS 











V ALANCES 


ma) =Modern, inexpensive, 
58e foot and up. 


+ Send Bs a for 


CAMDEN ARTCRAFT Co. 


160 N. Wells Street 
Chicago, Ill. 











Souvenir Mirrors to 
Advertise Your Business 





The lady on the other 1000 mirrors, 


side is requested to pur- $22.50 per M. 
chase her Shoes from 2500 mirrors, 
Company’s Name $20.00 per M. 


5000 or more 
mirrors, $18.50 
per M. 
The above prices 


include your own 
advertisement. 


Any Street 
Actual size 2 @ 3 inches 
These mirrors come in assorted colors 


SOUVENIR MIRROR WORKS 
125 West 33rd St., New York, N. Y. 


Any Town 




















MoverRnize Your 
STORE WITH MODERN 
MODERNISTIC SHOE CARTON 
LABELS -& WRITE FOR 
SAMPLES*NO OBLIGATION 
OVER FIFTY YEARS OF 
DEPENDABLE SERVICE 





OST LESS-® LAST LONGER’ 
EXECUTIVE OFFICES 
259*275 LEXINGTON AVE. 

ste BROOKLYN, N.Y. NONe 


E 

















63 


TR EW [> FF 
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COMMONWEALTH AVENUE 
AT KENMORE STATION 
BOSTON, MASSACHUSETTS 


GEORGIAN 
ty HOTEL ¢ 
COMPANY 


Reprietors 

















The Kenmore 
Hotel 


‘or 
Real Hospitality and 
Comfort 


400 Rooms—400 Baths 
Each with Tub—Shower— 
Shampoo Spray — Circulat- 

ing Ice Water 

Ample Private Parking 

ace 


Let us send you our rate 
ooklet. 
























Cc. P. DODSON 
President 
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Stacy, Adams Co., Brockton, Mass......... so | Vernon C. Cooke 
Stetson Shoe Co., Inc., So. Weymouth, Mass. 27 BostoN—Funeral services for the 
late Vernon C. Cooke, for many years 
Vaughan-Towle Co., Wakefield, Mass....... 52 | connected with the sales department of 
Beggs & Cobb, Inc., this city, who died 
BOOTS AND SHOES United States Rubber Co., New hehe th ¢ DO at his home in Boston as the result of 
, B Pittsfield. N. H oe an accident April 25, were held at the 
a sh ee cata United Shoe Mfg. Co., St. Louis, Mo...... 43 | Waterman Chapel, Commonwealth Ave- W 
Advance Theatrical Shoe Co., Chicago, Ill.. 58 nue, on Wednesday, April 27, at 1 ing- 
Athletic Shoe Co., Chicago, Ill............ 54 LEATHER AND OTHER MATERIALS o’clock. Mr. Cooke was a member of and 
moon E John R., & Co., Camden, N. J....30-81 | Mount Vernon Lodge of Masons, Mal- but 
Ault-Willia Shoe Co., Auburn, Me..... 41 Bie ost & Rubber Co., Akron, Ohio..¢-7 | den, Mass., and the Masonic ritual was If t 
Base, G. H., & Ce., Wilton, Me........... 66 | Hamel, L. H., Leather Co., Haverhill, Mass., a cas eke a a wa 
Blog Shoe Co., New York City...........- © | sdeencs, A: G, Lecther Co, Pockets, tives and friends, including a number good 
Booth, Walter, Shoe Co., Milwaukee, Wis.36-37 MASS. ope seeeseeeeeeeecseceeeaneeueeess 61 | of men prominent in the leather trade, the | 
Baskett Ghee Co. Lenn, Mass 56 Richard Young Co., New York City....... 4] and the floral tributes were numerous 
3 Teeny Surpass Leather Co., Philadelphia, Pa..... 4 | and included offerings from Mr. Cooke’s 
Cambridge Rubber Co., Cambridge, Mass... 3 Ziegel Eisman Co., Boston, Mass.......... 4 | associates, the Masonic fraternity and 
Zapon Co., Stamford, Conn............+.+5 48 the Boston Boot and Shoe Club. Mr. T 
Chase, W. 8., & Sons, Haverhill, Mass..... 52 “4 ‘ Cooke had been an active member of lisht 
Chicage Theatrical Shoe Co., Chicago, Ill... 58 MACHINERY, LASTS, MFRS.’ SUPPLIES, ~ ype ee abent a the 
Edwi ‘ DRESSINGS, ETC. ears, an 
we. _—ephaencl sae ina eee monthly dinners at which he was not that 
Cempo Shoe Machinery Corp., New York City 29 bb Co. tabl stru 
present at the Beggs & Co 0. e. i 
Coon, W. B., Co., Rochester, N. Y......... 51 Janvier, Walter, Inc., New York City...... 48 The club sent a delegation to the walk 
Mears, Fred W., Heel Co., Boston, Mass.. 45 | services, which included Vice-President 
MBteris, John, Shoe Co., Buffalo, N. Ys... 52 | go caiging Fibre Co., No. Rochester, a Charles T. Cahill, Secretary Thomas F. 
Firestone Footwear Co., Boston, Mass...... 33 Anderson, Stephen R. Nichols and J 
‘ United Last Co., Boston, Mass............ 55 Henry B. Dillenback. Interment took es 
Florsheim Shoe Co., Chicago, lasinnc odes ed 10 United Shoe Machinery Corp., Boston, place at Mr. Cooke’s old home in Read- s 
esepan-Shenpees Shoe Co., St. Paul, Mass Tere eee eee eee eee eee eee ee ee eee) 46, 65 ing, Vt., on Thursday. S. 10¥ 
MUNG suagundisy cae ccanc Gesa ane 52 ‘ with 
Vernon Charles Cooke was born in Jul 
SHOE ACCHISDRINS Reading, Vt., March 23, 1862, and be- 9 
Green, Daniel, Co., Dolgeville, N. Y..2nd Cover Shoe Lace Co., Ltd., Providence, R. I..... 59 came connected with Beggs & Cobb, 
: Vamp Easer Co., Chicago, Il].............. 63 | Inc., leather merchants of this city, 
Herwitz, Vincent, Co., New York City..... 54 about 33 years ago. His cheerful dis- 
SHOE STORE EQUIPMENT position and his desire to help every- 
Juvenile Shoe Corp., Aurora, Mo.......... 49 : b ody whenever p ossible had endeared 
Camfen: Axtevatt. Co, Civiams,:. Bi... 63 | him to hundreds in the shoe and leather 
Kendall Shoe Company, Haverhill, Mass... 54 Meyer, Frank C., Co., Brooklyn, N. Y..... 63 trade with whom he came in contact, 
Shoe Form Co., Auburn, N. Y........... 50, 58 | and he will be greatly missed in South 
Musebeck Shoe Co., Danville, Ill........... 5 Souvenir Mirror Works, New York City... 63 | Street and vicinity. He is survived by 
his wife, Mrs. Mae B. Cooke, and two pares 
Natural Bridge Shoemakers, Lynchburg, Va. 34 eae sons, Paul K. Cooke, of set _ 
tin - we een ee... pm American Weekly, New York City........ 2| Dwight W. Cooke, of Merchantville, 
Glauberg, Max, New York City........... 62 | N. J. 
Old Colony Shoe Co., Brockton, Mass...... 50 Hotel Edison, New York ME Scancndscues 53 on age 
Hotel Mayfair, St. Louis, Mo.............. 63 
Packard, M. A., Brockton, Mass........... Ol“ isteh Shiite Mh Redes We) osc... ¢3 | Manager Genung Department eee 
Pedigo-Lake Shoe Co., St. Louis, Mo...... 1 Hotel Kenmore, Boston, Mass............. 63 h 6, LONDON, pc agp — 
Peters, Branch of Int. Shoe Co., St. Louis, The Madison, Atlantic City, N. J........... 61 “a nm name : ma Gan g’ Depart- 
Pi Miner c ek ss <tackewbedocendvanctes 39 shoe department in Genung’s Dep 
Kirsch-Biacher Co. Inc. New York City.. €@ | ont Store, 153-167 State Street. The A. 0. 
Richards & Brennan Co., Randolph, Mass.. 50 polis ieinean. ra erg —: ce department has been opened in an an- 
é reed cm Bega chides nex to the main buildi and sup- 
Roth Shee Co., Philadelphia, Pa........... 52 Security Shoe Findings Mfg. Co., Chicago, Ill. 54 chitin ethos saniintiaas ayia 
Russell, W. C., Moccasin Co., Berlin, Wis.. 56 | Shelton Hotel, New York City............ 61 | operated by Hislop’s store, which was 
: Simon, I., Co., New York City............. 63 | absorbed by the Genung firm. Mr. 
eT eae, Mhe:... © Stephenson Laboratory, Boston, Mass...... 63 | Callahan has been employed in New 
‘Si-En-Tiffick Shoe Co., Inc., Columbus, 0... 8 | ‘The Chase Hotel, St. Louis, Mo........... 53 | London retail shoe establishments for 
Smith, J. P., Shoe Co., Chicago, Ill........ 52 The Breakers, Atlantic City, N. J.......... 61 | a number of years. 
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